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Custom elegance, 


Stoney Brook Development, Denver, CO 


ready-made economy: 


Few manufacturers can offer the best for less 
We can. Nord quality spindles. For elegant 
stairways at modest prices. Our spindles are 
made from the finest clear Western Hemlock, so 
they paint or stain beautifully. Our advanced 
production techniques enable us to manu- 
facture Nord spindles in volume, and pass those 
savings right along to you, the builder. And 
because Nord spindles require less time than 
traditional stair treatments, you save on 
labor costs, too 

Choose from a variety of classic designs in 
standard lengths. You'll find a Nord spindle 
that’s perfect for any style of stairway you can 
build. We also make matching spindle rails and 
spacers, to fit either 2” or 3” spindles 


Everything you need for dramatic and elegant 
stairway treatments that se//. For more details 
on how Nord spindles can save you time and 
money, just write ‘‘spindles” across your 
etterhead and mail to E. A. Nord Company, 
Everett, Washington 98206 
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With the products and promotion 
NuTones got for ‘78, you better 
believe I'm backing ‘em up! 


gee 


NuTone... always a leader. spec homes, and pre-sell your custome 
In 1978 the list of NuTone products on the convenience of whole-hou: 
will be big. Exciting new designs and communications...at a fraction of t 
innovations ...new products that give usual cost! Plus, you give your hom 
you and your homebuyers the quality buyers the flexibility of moving the 
you expect and demand from NuTone. radio-intercom speakers to roor 
NuTone’s “custom-look” Bath Package. they find most convenien 
Take the NuTone Vanitory line... nine More? You bet. 
beautiful styles, including five Solid In 1978, your prospects will be seei 


N 


Wood styles to complement any decor, a dazzling array of Decorator Chim 
plus new Bath Cabinets with from NuTone, and excitir 
sidelights to match the it new security options 
vanitory styling. They'll all make NuTone’s the mog 
work together to create complete, single-sourc 
the custom bath your Residential Securit 
prospects are looking E- ee fia System on earth. Yo 
for. .. the NuTone . if iia ; can see it all i 
touch of class that wow = 4 January, plus a | 
makes your model it f 4 more at the NuTon 
bathrooms so e TA T i Re A NAHB Exhibit (Boot 
distinctive that f ay/ a EE Be: È 2230). New products 
shoppers for new M i l ; i $ new ideas, ne 
homes will promotions. Stop b 
remember yours Si for the whole excitin 
when they are story. I'll be ther 
ready to buy. January 22 and 23 t 
Now! The Food shake your han 
Processor that's Built-in... talk a little bas 
Food Processors will be hot in ball, and help shos 
you what's new a 


1978, and NuTone’s new Food 


Center/Food Processor will - : l Neku 
be the hottest. Now cooks can Who's backing u 
enjoy the convenience of quick NuTone in 1978? I am, and I'm da 
food preparation, with built-in luxury. . . plus proud to do it 


the magic of the Food Center’s eight, well- 
established food preparation appliances. 1978 the NAHB 
also brings solid-state, variable speed control ar ai at . 
to the Food Center. Now you can get your 


share of the Food Processor action with 
NuTone ...the built-in Food Processor. N IK 

Plug-in to whole-house communications... u one 
1978 will also bring new, portable, plug-in 
speakers for our Radio-Intercom Systems. 


Dept. HH-12 Madison and Red Bank Roads 


That means you can pre-wire your models and Cincinnati. Ohio 45227 
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WHIRLPOOL 


A BETTER BUILDER-BUY BECAUSE... 
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Immediate, visual, impact for your prospects, plus a brand name they know and trust — these 
are the two big reasons more and more builders are installing Whirlpool appliances. 


First, Whirlpool makes sure you get quality appliances women want: Washers and dryers 
with solid-state, electronic controls — built-in double ovens with both microwave and contin- 
uous-cleaning ovens — smooth top or conventional built-in cook tops — a kitchen clean-up 
crew with built-in dishwasher, disposer and compactor—Serva-Door refrigerators featuring 
a door within a door plus in-the-door water and ice dispensers along with popular Textured 
Steel doors, that help hide fingerprints — even separate built-in ice makers. 

Second, Whirlpool is telling your prospects all about these quality appliances with over 812 
billion impressions on TV and in national magazines. The payoff occurs in your new homes, 
where prospects can see and feel the quality they have been exposed to, through national 
advertising, for along, long time. 


Our business depends on understanding your business 
BUILDER Æ PRODUCTS 
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Levitt INSIST Levitt builds hundreds of beautiful homes every year in the Chicaç 
area. At any given time they have dozens of them under constructic 
° — on very tight schedules. That’s the reason they're in consta 
b t fi | contact with Elgin-Macor, area distributor for Marvin Window 
on eau l u & Marvin and Elgin-Macor furnish Levitt hundreds of windov 
5 a month, on time and built as specified. Marvin 
located in Warroad, MN, where winter temperatur 
ene =EN ineered often reach 35° below. We know how to bui 
fine wood windows for comfc 
and energy savings in all kinc 


windows. ey demand piegare repo 


the kind of quality Levitt believe 


in and the delivery they deman 


e 
them on time. Write for catalogs. Marvin Windows, Warroad, MN 5676 


Phone: 218-386-1430 
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Only the name will change 


This month you received the last issue of a Magazine called 
House & Home. Next month you will receive the first issue 
of a magazine called Housina. 

The two, of course, are one and the same. 

As you have Probably noticed, we have been phasing in 
our new name for the past year. The formal change—from 
House & Home (the magazine of housing) to HOUSING 
(formerly House & Home) is simply the final step. 

Why change a name we've had for 25 years? Because the 
new name more accurately reflects the market we serve. 

Regardless of our affection for the name HOUSE & 


HoME, to many people it still connotes what we are not 
rather than what we are. 


We are not a consumer shelter magazine like House 
Beautiful or House & Garden. Nor are we a “house” 
magazine concerned only with single-family homes, 

As any subscriber knows, we are a strictly-business 
magazine edited Specifically for the business people and 
professionals who plan, build, market and manage all types 
of residential construction. Some of these readers also do 
remodeling and rehab work. And others venture into non- 
residential Construction, which is why we also produce 
Stories like this month’s cover feature. 

Chances are, it will take time for our new name to sink 
in—even here with our own staff. So if you call us and we 
answer “House and Home,” try to understand that old 
habits are hard to break. 

One old habit we don’t intend to break is the way we 
Cover your industry. We’ll continue to stay on top of major 
housing news—particularly the news from Washington. 
We'll continue to bring you workable ideas and methods 
that you can adopt or adapt to your Own operations. We’ll 
continue to report the bad as well as the good—even if we 
make some people mad. And, as always, we'll Stay flexi- 
ble—meaning that we'll add new features, such as our 
Housing Demand Index (Nov.), as we spot the need for 
them. 

In short, we stand pat on how we meet your information 
needs. Only our name will change. —JOHNF. GOLDSMITH 


EDITORS’ PAGE 
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High style has caught up with the cod 
That's the beauty of Masonite 


4 


last, 25 FSR* paneling with character. tions of rare woods, travertine, and stucco 
of our most popular hardboard designs that are durable and economical. Write us 
now available with an exclusive Flame for more details about Flame Test paneling. 
st™ formulation. Look for this Flame Masonite Corporation, 29 North Wacker 
st mark. You'll get authentic reproduc- Drive, Chicago, Illinois 60606. CORPORATION 


MASONITE 


Man-made finish on real Masonite brand hardboard. 


*Underwriters Laboratories Inc.® Classified Mineral and Fiber Board 


Fire Hazard | Flame Fuel 
Classification | Spread | Contributed | De 
(Based on 100 for 


untreated red oak) 
See UL-Classified Building Materials Index. 
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STAINLESS 


At Waste King, stainless refers to many things. First, 
to the quality stainless steel we use for our dishwasher 
tanks. It makes them the most durable ever. And our 
stainless warranty, the strongest warranty available 


Removable stemware 


cradles protect delicate removable rack 


glassware 


The Waste King 911 dishwasher is an 
engineering triumph... 


Waste King Disposo Drain reduces 
the need for hand rinsing. 


The upper and lower washer arm 
system provides each basket with 
complete unrestricted water coverage. 


Each tank is double-wrapped with 
Waste King’s sound conditioning 
Hush-Coat and a thick blanket of 
fiberglass for quiet operation. 


The Waste King Stainless Steel 
Dishwasher... the complete 
dishwashing system. 


For information and 

warranty details, write 

Waste King 

at 5119 District Bivd. 
Los Angeles, CA 

90040 


2 rows of cups fitinto Plate cushions spaced 


today. Stainless refers to the flawless performance 
of our Waste King Stainless Steel Dishwasher. A: 
finally stainless reflects our reputation, which we’ 
built over the past 21 years. 


Removable racks allow 


to prevent chipping pots and pans on either 
sh 


Waste Hing 


The elegant difference. 
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Mrs. Harris losing status 


Her job seems safe for now but her image is slipping 


Patricia Roberts Harris has had a 
rough first year as secretary of housing 
and urban development. 

Housing problems per se are no 
political problem for her, mainly 
because of the two-million level of 
housing starts this year. The industry 
can’t in good conscience badger Wash- 
ington for help. So the builders are not 
a problem for Mrs. Harris in her deal- 
ings with the White House—except 
that their costs are high. 


Sarrial 


Secretary Harris 
Big tests still to come 


But there’s no question the Harris 
image has slipped during her first nine 
or 10 months of office. She got off to a 
bumpy start on the White House 
assignment of producing a new urban 
and regional development policy. She 
has had to give ground to congres- 
sional efforts to hem in her authority. 
And she faces a new struggle with 
Joseph A. Califano Jr., secretary of 
Health, Education & Welfare and an 
accomplished infighter at high admin- 
istration levels, over whether to bite 
into housing-subsidy programs to help 
pay for welfare reform. 

Job security. Mrs. Harris is hardly 
on the skids, however. Slippage in 
prestige is considered normal for 
many, if not most, cabinet officers. 
President Carter’s own standing has 
slipped, too, according to national 
opinion polls. As one HUD official 
notes, “She’s still making all the final 
decisions here, and there’s no chance 


that she'll be forced out of her job,” 


The Baris tigh point probah 


Came last April, when Jimmy Carter 
made her the “convenor” (that is, 
leader) of a half a dozen cabinet 


— 


members charged with producing poli- 
cy for “urban and regional develop- 
ment.” 

Enter Embry. Carter’s program is to 
be revealed in his State of the Union 
message in January. Mrs. Harris 
welcomed the assignment at first, but 
by August the lack of progress forced 
her to bring in as director Robert 
Embry Jr., the energetic assistant 
secretary from Baltimore, to get his 
project moving. That was something 
that Assistant Secretary Donna Shal- 
ala, the secretary’s first choice, had 
not been able to do. 

Subsidy dispute. Earlier, Mrs. Har- 
ris was shaken to discover that the 
White House—through the powerful 
Office of Management and Budget— 
was behind a proposal to dismember 
HUD's housing-subsidy programs in 
order to fashion for the President a 
welfare-reform proposal with the least 
possible addition to the federal bud- 
get. 

Mrs. Harris won a truce of sorts— 
but the issue is expected to arise again 
when welfare reform comes up, as it 
inevitably will. 

Congress has limited Mrs. Harris’s 
initiatives by putting strings on the 
$1.2 billion in urban-development ac- 
tion-grant funds that she was given to 
parcel over three years. Mrs. Harris 
wanted to be free to pick and choose. 
Congress wrote criteria that determine 
who's eligible. But the administration 
did prevent Congress from taking all 
discretion out of the secretary’s hands 
by requiring her to parcel out dollars 
strictly by formula. 

Bypassed by Congress. Congress 
also has moved to create two new 
housing agencies outside HUD—each 
concerned directly with “revitalizing 
neighborhoods,” which is to be a 
centerpiece of Carter’s yet-to-be- 
announced urban policy. 

One new agency—the new National 
Commission on Neighborhoods — will 


use up to $2 million to pursue its own 


independent analysis of mighborhod 


poblem, second-guessing whatever 


New programs the Carter-Harris team 
recommends to Congress, 
The chairman, Joseph F. Timilty of 


Boston, has been associated with Sena- 
tor Ted Kennedy and ran Carter’s 
campaign in Pennsylvania. Five 
mayors and five neighborhood officials 
will make up the commission. 

Urban competitor. Another new 
entity—the Neighborhood Reinvest- 
ment Corp.—would be created by a 
bill that passed the Senate without 
dissent. Its purpose: To set up, as an 
independent corporation, the nine- 
year-old Urban Reinvestment Task 
Force, now operating under the 
Federal Home Loan Bank Board on 
HUD grants. The object: To expand the 
present programs of so-called “neigh- 
borhood housing services” from its 
present 35 neighborhoods (and 18 in 
the pipeline) to 500 neighborhoods by 
1981. 

The HUD hierarchy opposed creation 
of this new independent housing agen- 
cy and a compromise next year may 
yet put the expanded program under 
HUD. 

Poor image. In these political battles 
Mrs. Harris has handicaps. 

For one thing, the department is 
labeled a special pleader for the 
housing industry, which critics claims 
skews HUD's policy stands. 

For another, the department's image 
as a manager of complex national 
programs is bad. The memories of the 
FHA housing scandals, [H & H, Nov.], 
the massive financial difficulties of 
many subsidy programs, and the fail- 
ures of urban renewal are still green. 

The toughest test for Mrs. Harris 
comes this month and in January, 
when Carter decides on his new aid-to- 
the-cities program. He will also decide 
whether HUD gets a bigger role, or 
shares more turf with Commerce, 
Treasury, HEW and other agencies. 

—DON LOOMIS 
McGraw-Hill World News, 
Washington 


ADDENDUM 


HOUSE & Howe failed to credit Bryan 
Hardwick Associates, Palos Verdes, Calif 
with developing the target-marketing con- 


cept and subsequent advertising campaign 
described on page 50 of the October issue. 
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“America’s “1 selling 
Heat Pump, & 

the Weathertron { 
from GE, helps £ 
sell Ryan Homes” 


Rowan and Martin currently appear 
in ads and commercials for GE. 
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‘Today Ryan. Tomorrow the world.’ 


Ryan Homes stresses the importance of their 
total Standard Energy Package. “It means doing a 
whole series of little things well,” says Steven J. 
Smith of Ryan. (There are 65 in their checklist!) 

“We hired outside consultants who assisted 
our product development department in putting 
together our SEP package, which superseals and 
insulates our homes to conserve energy. An impor- 
tant part of this package is the Weathertron Heat 
Pump from GE. 

“Now we can achieve significant savings for 
our customers, and the Weathertron plays a note- 
worthy part in getting this done.” 

Builders across the country are choosing the 
Weathertron. These are some of the reasons. 


The Climatuff™compressor in the Weathertron 
unit has proved its dependability in over a million 
and a half installations. 

GE's Spine Fin™ condenser coils eliminate 
many brazed connections where leaks can occur 

Weathertron models from 18,000 to 240,000 
BTUH are available for residential and commercial 
applications, as is GE’s full line of other heating and 
cooling equipment. 

For more information, phone your nearest 
GE Central Air Conditioning Dealer He's in the 
Yellow Pages under “Air Conditioning Equipment 
and Systems.” 

The Weathertron from GE. America’s 
#1 Selling Heat Pump. 


GENERAL Ç ELECTRIC 
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The rape of Fannie Mae is delayed a bit 


One year after The Federal National 
Mortgage Association’s Oakley Hunt- 
er came under fire in a cold war with 
the Democratic power structure in 
Washington, the Fannie Mae presi- 
dent survives. Indeed, in the first 
voting test of strength in Fannie Mae’s 
boardroom, he won, hands down. 

Even so, the odds on whether he will 
continue in control for another year 
are hard to call. And whether he stays 
or goes, builders may just possibly see 
Fannie Mae shift direction as the 
Carter administration’s Housing and 
Urban Development Department 
(HUD) and the Senate Banking Com- 
mittee’s liberals strengthen their in- 
fluence on its policy. 

Confusion. Exacerbating the fight 
over Fannie Mae is the association’s 
own hybrid status, which is neither 
entirely private nor entirely a govern- 
ment body. In 1968, Congress took it 
out of the federal budget in order to 
free its housing expenditures from 
government outlay ceilings. The law- 
makers then turned the ownership of 
Fannie Mae over to its private stock- 
holders, but the association retained its 
borrowing rights with the Treasury. 
And HUD retained—or at least tried to 
retain—supervisory powers. 

The Banking Committee's hostility 
to Hunter has eased as he has made 
changes at Fannie Mae to conciliate 
the committee’s leaders. But Hunter’s 
relations with Housing Secretary Pat- 
ricia Harris have progressively wors- 
ened. Right now, sums up a mortgage- 
banking industry source following the 
action in Washington: 

“Oakley’s strength is that nobody 
has assembled a coalition to replace 
him. [Fannie Mae board member 
Raymond] Lapin tried and he failed. 
It has got to be somebody who is in 
good with the White House, the indus- 
try, the hill and Fannie Mae inves- 
tors.” 

First showdown. Another board 
member, Julian Zimmerman, also 
moved against Hunter, denouncing to 
the board Hunter’s poor relations with 
HUD. But this attempt backfired and 
gave Hunter his finest hour. The board 
voted 11-to-1 to reject Zimmerman’s 
contention that it was time for Fannie 


Mae’s management to quit. 
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Others close to the action say it was 
more of a vote against Zimmerman 
than for Hunter—the board consid- 
ered the possibility of a vote of confi- 
dence for Hunter and decided against 
it. Then, at the next monthly meeting, 
the board, at the request of board 
member Sidney Kaye, took up three 


Fannie Mae's Hunter 
Standing strong—and pat 


questions not particularly welcome to 
the Hunter management— whether to 
split the chairmanship and the presi- 
dency (Hunter holds both now); how 
to groom a successor as chief executive 
officer; and the troubled HUD-Fannie 
Mae relationship. 

Opposing stands. Zimmerman rests 
his fight against Hunter on the latter 
point: “No matter where the fault lies, 
when a regulated organization like 
Fannie Mae can’t agree with its regu- 
lator, something has to go. Since we 
can’t fire somebody in the federal 
government, we, the board, damn well 
have to do something.” 

Hunter says he expects to win in the 
end. The Fannie Mae chief recalls that 
this is not the first time he’s fought for 
his job: “Sherman Unger tried to 
throw me out. There was a big scuffle 
there, but Unger retired from the 
scene.” 

But Hunter is not unaware that a 
recruiting effort is under way among 
his foes to find a suitable replace- 
ment. 

Appeals to Carter. Meanwhile, 
Hunter’s enemies seek the aid of the 
White House with arguments that 
Hunter’s Fannie Mae of the last eight 
years is too investor-oriented to serve 
Carter’s goal of rehabilitating cities. 

Yet the White House has refused to 
lean on the Fannie Mae board. 

To Bolster his defense, Hunter has 
made changes that have been appre- 


ciatively received by the formerly crit- 
ical Senate Banking Committee. Pre- 
dicts a committee aide, “This commit- 
tee is not going to be a source of 
pressure on Hunter if he shapes up, 
and he’s on the right track.” 

Reforms. Specific steps that win 
Hunter approval on the hill are new 
underwriting standards, endorsed by 
the Justice Department, which can 
influence lenders to make more urban 
loans, a voluntary freedom-of-informa- 
tion policy newly set up along the lines 
of the government’s disclosure policy 
and a willingness of Fannie Mae to 
check out Baltimore’s excellent rehab 
program for the inner city. 

But the showcase urban investment 
program has been bogged down at HUD 
since September, as are Fannie Mae 
proposals for two-to-four family con- 
ventional loan programs and multi- 
family loans. And at Fannie Mae, 
officers see HUD shifting its main focus 
from the impasse over Hunter to a 
struggle over policy. Fannie Mae 
maintains, and HUD denies, that the 
program changes HUD wants would 
crimp the “reasonable profit” that the 
Fannie Mae charter says the corpora- 
tion is entitled to receive. 

Compromise. The possibility of a 
spreading impasse in 1978, when tight 
money may create a greater need for 
Fannie Mae’s help in the mortgage 
market, could force the whole issue to 
a showdown. But some elements of a 
compromise solution are in sight. For 
one thing, a reading of Hunter's 
contract has convinced HUD that he 
cannot be deprived of his pay owed for 
the rest of his five-year term—a crit- 
ical point for the 61-year-old Hunter. 

Any deal probably would also have 
to include some reassurance to Fannie 
Mae's shareholders that political inter- 
ference would not run Fannie Mae into 
red ink. Fannie Mae’s insiders, defend- 
ing present management, see them- 
selves also as defending the 
shareholders’ interests. Says Vice Pres- 
ident Gordon Nelson: 

“We are stewards for $1 billion in 
other people’s equity. We can’t 
increase costs and reduce income and 


keep things afloat.” |—STAN WILSON 
McGraw-Hill World News, 
Washington 


e've been so busy getting to be Number One, 


we forgot to tell you. 


Were Triangle Pacific. 


We're the name behind 
the five cabinet divisions 
Tri-Pac, Del Mar, IXL, Beauty 
Queen and Mutschler. We got 
to be Number One by 
searching out companies with 
solid foundations, good 
reputations. We bought them 
— weeded out the weak points. 
Reinforced the strong ones 

We increased our 
distribution. Developed twelve plants and 
seventeen warehouses. Added new products 
Improved deliveries. Enlarged the sales force to 
160-strong, and growing. We worked hard and 
long. And the companies we acquired grew 
And grew. So that today, most large builders 
in the nation are buying at least one 
of our brands 


For example, we purchased 
Del Mar in 1975. Today it has 
already doubled in size 
Within the last five years, 
Tri-Pac division sales have 
gone from $26-million to 
$65-million, while Mutschler 
has doubled its size in the last 
three years. In short, we've 
taken good, solid cabinet com- 
panies. And made them great 
So climb up with a leader — there’s plenty 
of room at the top. No order is too small or too 
large. No builder too remote. For the Triangle 
Pacific distribution point nearest you, contact 
us today. 
Phone or write: Triangle Pacific, 4255 LB] 
Freeway, Dallas, Texas 75234. Gary Foster 
Marketing Director (214) 661-2800 
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HUD streamlining self by hiring hundreds 


The Department of Housing and 
Urban Development has reorganized 
for the 19th time since its founding in 
1969. 

No changes are being made at 
Washington headquarters, although 
perhaps 300 regional-office jobs will 
be shifted to Washington and another 
1,000 shifted from regional offices to 
area offices. Not all present jobholders 
are expected to stay; 300 or 400 
employees may quit rather than 
move. 

But despite the streamlining that is 
to take place by next spring, when the 
new organization is to be in place, HUD 
is hiring hundreds of new employees. 
The payroll already numbers 15,250, 
and the White House had okayed an 
increase to 15,900. (The department 
had asked for 16,700.) 

The costs. Officials at HUD estimate 
that the reorganization will cost $10 or 
$11 million, but they claim that 
savings over the next four years could 


HUD’s Simons. . . 
Gaining wider authority . . . 


amount to $100 million. 

The important change makes Assist- 
ant Secretary Larry Simons more 
accountable for the success or failure 
of housing programs that cost $4 
billion a year, and Assistant Secretary 
Robert C. Embry Jr. more account- 
able for the way the community plan- 
ning and block-grant programs are 
carried out in the 4,700 localities that 
will spend close to $4 billion a year in 
HUD grants. 

The new management structure 
gives Simons direct authority over the 
housing division directors in the local 
offices and Embry direct authority 
over the community planning and 
development division directors. Simons 
and Embry can hire and fire these 
officials. 

Regional bypass. The ten regional 
offices and their “administrators” are 
taken out of the chain of command, 
except for minor exceptions. They are 
left with a “management staff func- 


. . and Embry 
. in HUD reorganization 


tion,” which means that they monitor 
how the area office people are doing 
and report to Simons and Embry. 

As things are now, according to 
Under Secretary Jay Janis, the ten 
regional offices give “ten different 
interpretations of HUD policy” and 
“the housing assistance plans of the 
localities just weren’t being ob- 
served.” 

Simons and Embry and their new 
headquarters staffers will allocate 
funds and spending authority to the 
area offices, will approve or disapprove 
waivers for builders who seek exemp- 
tions from HUD regulations for their 
particular project, and will provide 
“program guidance and interpreta- 
tion” to the area office staffers. 

Area office authority, Out in the 
field, the big change puts into 40 area 
offices the processing of multifamily 
programs, including Section 8, along 
with the insuring of single-family 
mortgages. These offices also continue 
in charge of the community develop- 
ment block-grant program, and are 
being given responsibility for the 
Section 701 comprehensive planning 
assistance program. 

Single-family mortgage insurance 
will also be processed in 34 outlying 
“service offices” in such places as 
Albany, Cincinnati, Shreveport and 
Reno—although seven of these will 
still process multifamily insurance 
applications. At Denver, the Regional 
and area offices merge. —D.L. 


Aluminum wire under attack again 


The Consumer Product Safety Com- 
mission has resumed its battle against 
the aluminum-wire industry by asking 
a federal district court in Washington 
to order the repair or replacement of 
aluminum wiring systems installed in 
1.5 million homes between 1965 and 
1973, and to declare the systems a 
hazardous product. 

Claiming that aluminum wire in so- 
called old-technology systems poses an 
extreme fire hazard, the commission 
made its requests in a suit naming 26 
companies that manufactured the 
wire. Defendants include Reynolds 
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Metals Co., Kaiser Aluminum & 
Chemical Corp., The General Electric 
Company’s wiring-device business de- 
partment, and the Anaconda Co. 
Fight in courts.The commission’s 
efforts against aluminum wiring date 
from 1973. At one point, a federal 
judge ruled that aluminum wiring 
systems could not be considered con- 
sumer products, and were therefore 
outside the agency’s jurisdiction. That 
ruling was later overturned in a deci- 
sion that is being appealed by the 
aluminum industry. Kaiser, mean- 
while, has won a gag order against the 


agency, prohibiting it from making 
statements about aluminum wire on 
the grounds that information put out 
by the cpsc was hurting business. 

In its suit filed October 26, the 
commission claims that old-technology 
wiring systems present an “imminent 
and unreasonable risk of fire.” 

The Aluminum Association, mean- 
while, said it was unaware of any 
justification for the suit, maintaining 
that the wiring is safe. 

—MIKE MEALEY 
McGraw-Hill World News, 
Washington 


CONDOMINIUMS 


Big drive on to reform condo laws 


The intensifying campaign to reform 
state condominium laws has entered 
a new phase. 

Action last summer by the Na- 
tional Conference of Commissioners 
on Uniform State Laws insures that 
an innovative approach to both de- 
velopers’ freedoms and unit owners’ 
rights will be on the agenda of all 
state legislatures when they reconvene 
early next year. 

The conference is a prestigious 
group of lawyers, professors and 
judges. It writes model laws on ev- 
erything from probate to drug treat- 
ment. Some arouse little interest in 
state capitols. Others, such as the 
Uniform Commercial Code, become 
virtually the law of the land. But 
since the organization's members are 
appointed by their home states, there 
is in every jurisdiction a group push- 
ing for passage of every act recom- 
mended by the conference. 

‘All kinds of laws.’ The idea is to 
make it easier for businessmen by 
having the same rules around the 
country. A developer who now wants 
to promote his project to prospective 
buyers in different states “has all 
kinds of state laws to comply with, 
and they're all different, and it gets 
very expensive,’ says Cynthia 
Lewis, a lawyer representing the De- 
partment of Housing and Urban De- 
velopment on Washington's con- 
dominium task force. 

The conference gave final approval 
to a Uniform Condominium Act last 
summer, and “‘there’s reason to be- 
lieve that this one will be adopted by 
many states,” Mrs. Lewis predicts. 
The reasons: burgeoning interest in 
using the condominium concept for 
high-density development, the com- 
plexity of working out condo laws in 
individual legislatures, and the ap- 
parent weaknesses of the. current 
scheme of regulation. 

Canada too. Those working on the 
model law expect Pennsylvania to 
put it on the books within six months. 
They rate Connecticut, Colorado and 
Idaho as other jurisdictions likely to 
move quickly. Canadian provinces 
are also looking at the draft bill. 

Most states now regulate condos 
with horizontal property acts, based 
on a pioneer law in Puerto Rico and 
adopted widely in the early 1960s to 


let local developers take advantage of 
FHA programs. These acts allow 
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full-ownership rights to be sold for 
units that are part of a larger struc- 
ture. But the laws leave the way 
open, on the one hand, for de- 
velopers to rook customers with 
sweetheart service contracts and rec- 
reational facility leases. And on the 
other, the same developers may be 
hampered in putting together big 
projects and may be forced to operate 
in a legal limbo. 

For instance, large projects in 
some jurisdictions must now be sold 
as separate condominiums with a 
complex umbrella association; in 
others, builders selling off parts of a 
project while others are still unbuilt 
are subject to lawsuits if the owners’ 
association becomes difficult. 

Reserving land. The Uniform Act 
tries to address the problems of phase 
development by letting the developer 
set aside three kinds of land: that 
which he may later want to add to the 
project, that which is a part of the 
project but which he may later with- 
draw, and that which is to be 
common-use property but which may 
later be converted for individual liv- 
ing units. 

These guidelines are supposed to 
give the builder sufficient flexibility 
to adapt his master plan to changing 
market and financing conditions. The 
developer is also given the power to 
subdivide units and—an entirely new 
concept—to set aside some of the 
living space as “convertible space.” 
That area might be the penthouse 
floor of a high-rise, and it would be 
assigned a percentage of the total 
project value. But only after buyers 
show up would the decision be made 
on whether to make it one big unit, 
two medium units or a number of 
small apartments. 

Operations guide. The model law 
includes many details of how the 
condo should be run. down to such 
specifics as quorums at association 
meetings. It lets individual bylaws 
modify those rules but assures that, if 
the bylaws are sloppily drawn (as 
many are), there still will not be legal 
problems. By simply accepting the 
decision of the statute. a developer 
can simplify the necessary documen- 
tation, with a 15-page set of bylaws 
replacing what now might take 100 
pages. 

The model law spells out the build- 


er’s right—questionable under most 


existing state laws—to develop con- 
dos on land that is leased rather than 
owned, to use units for sales pur- 
poses, and to have access to the 
common elements in order to com- 
plete the project. 

Limitations. The builder's rights, 
new and explicit, come at the price of 
a heavy dollop of prohibitions. 

The developer's ability to control 
the condo association after most 
units have been sold is flatly banned. 
Devices previously common, espe- 
cially in Florida, such as giving the 
developer control of the association 
until the last unit is sold are things of 
the past in the Uniform Act. 

Sweetheart contracts are brought 
under control. The owners’ associa- 
tion, once owners control it, gets the 
power to cancel any contract made 
during the period of the developer's 
control with any organization af- 
filiated with the developer. And *‘un- 
reasonable” contracts, even with in- 
dependent firms (which may have 
already paid off the developer), can 
also be cancelled. 

The proposed act holds that, just 
by selling a unit, the developer is 
warranting that it is constructed *‘ac- 
cording to sound engineering and 
construction standards, and in a 
workmanlike manner’ of materials 
without defects, even if the developer 
makes no specific promise. 

‘Can live with them.’ “The key 
thing about all these consumer pro- 
tections is that, when they are folded 
in with the protections given the de- 
veloper, the developer can live with 
them,” insists Robert M. Diamond, a 
Virginia lawyer and one of the legisla- 
tive draftsmen of the Uniform Act. 
As he sees it, many developers have 
gone to unreasonable lengths to keep 
control of condo associations be- 
cause they had so little legal protec- 
tion otherwise for the kind of busi- 
ness decisions they had to make. 

And HupD’s Mrs. Lewis makes 
another point about the model law’s 
treatment of buyers’ rights: 

“The industry whole suffers when 
it has a bad name because of a few 
unscrupulous people. It’s to the de- 
veloper’s interest to have a strong 
consumer protection statute, and 
that’s what the condominium act is.” 

—DAN MOSKOWITZ 
McGraw-Hill World News, 


Washington 
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More builders sell, lease back models 


Ed Zale. building 150 houses a year in 
the Chicago market, recently put up 
five model homes in Rolling 
Meadows, Ill. 

He then sold the models to Comco 
Investment Services Ltd., a home- 
building consultant firm in Hinsdale, 
Ill.. for $410,000. And finally. he 
arranged to lease the models back 
from Comco for slightly more than 
an annual 10% of the models’ final 
sales price. 

Why did Zale do it? He -had bor- 
rowed $250,000 in a construction loan 
to build the models, and because the 
$410,000 represented fair market 
value for the homes, Zale im- 
mediately freed up an extra $160,000 
in cash. “It's new to me and it's a 
good idea,” says Zale. 

For a builder to sell his models 
immediately on completion and then 
lease them back is not a new idea but 
it has gained new impetus. Several 
companies are now buying up mod- 
els, financing them with 75% to 80% 
mortgages and paying the balance 
with investor funds. The practice is 
spreading across the country. 

Costs of deal. Probably the largest 
firm doing such business is Equity 
Programs Investment Corp.. based in 
Alexandria, Va.—epic for short. The 
company will buy $30 million worth 
of model leasebacks this year, says 
President Tom J. Billman. Last year, 
EPIC bought models worth $11 mil- 
lion, and next year Billman aims to 
close deals for up to $50 million in 
models. The builder pays EPIC a 6.8% 
fee on the model value for playing 
middleman between himself and an 
investor. 

The builder sells his models to the 
middleman for the fair-market value 
of the home minus expenses for op- 
tional items and decorations. These 
are subtracted from the model's 
value because, typically, a builder 
could not recover their cost anyway. 
To lease the models, the builder pays 
1% a month on the sale price. He 
gives up, of course, any appreciation 
that might accrue to him in the period 
that he uses the homes. 

Cash-in-hand advantage. A builder 
operating in the traditional manner 
takes out a construction loan to build 
his models and then hangs on to 
them for awhile. On their completion, 


he acquires an instant equity amount- 
ing to the difference between his con- 


struction loan and the market value 
of his models. 

But that is equity. not cash. 

The advantage of the leaseback. 
EPIC officials contend. is that the 
builder can acquire that same amount 
in ready cash. He can then put it to 
work earning anywhere from 25% to 
40% in other phases of his building 
business. 


epic’s Billman 
Buying $30 million 


in models 


Pro and con. Builders are still di 
vided as to whether the EPIC approach 
makes them money, however. They 
agree that as money gets more expen- 
sive to borrow., the EPIC deal becomes 
more attractive—even with its effec- 
tive loan rate of 12%. 


Executive Vice President Rick 
Ramsey of Raldon Corp. of Dallas. 
which builds 600 houses a year, says 
the leaseback “comes very close to 
being a washout.™ that is. the build- 
er’s costs are about the same whether 
or not he uses the plan. 

Yet Raldon recently sold 42 models 
to EPIC. President George Tannous 
says he did so to free the capital that 
the company had invested in the mod- 
els: “Carrying 42 models on our 
books was just more than we wanted 
to handle.” 

Good business. William H. Tucker, 


president of Wood Brothers Homes of 


Denver, also likes the way the EPIC 
plan gives him cash. `I can use that 
money to make about 40%." says 
Tucker. Selling the models takes as- 
sets off his balance sheet. he explains. 


and such action follows the time- 


honored practice of turning assets 
over quickly. Tucker says such a 
technique is one hallmark of a well- 
run company. 

President Billman of Epic concedes 
that some builders find the 12% lease 
rate is too high. But, says Billman, 
“we're giving the builder 100 cents on 
the dollar. The 12% would be too high 
if we were giving him only 75 cents.” 

The Comco service. President 
Gerald Levin of Comco Investment 
says there is far more to the deal than 
Tucker describes. He points out that 
most big builders have credit lines that 
permit them to borrow the full market 
value of their models anyway, and he 
stresses the over-and-above services 
offered in his own leaseback plan. 

Comco, Levin says, offers the 
builder more than just a market for his 
models. Charging loan fees of 8% to 
11% of the value of the model, Levin 
provides help to the builder in pricing, 
presenting, and marketing the homes. 

W. Dexter Gauntlett, midwestern 
regional manager for EPIC, says his 
plan offers even more advantages. 
For example, he says, a builder can 
save up to 1% on the fee that a savings 
and Joan or bank would charge him for 
a construction loan if he has a presold 
model or two on hand before con- 
struction of his subdivision starts. 

Pooling plan. Levin is trying to 
organize investment pools tor pack- 
ages of 15 models that would be built 
by half a dozen builders. Such pack- 
ages could serve builders in small 
localities. Each builder would have 
one or two models, and the risk of 
investment would be spread over sev- 
eral models. 

Gauntlett says Epic has used the 
sale-leaseback plan along the Florida 
west coast and in Dallas, Houston, Ft. 
Worth. Baltimore and Washington. 
Gauntlett says he likes to see a 
minimum of four models in a de- 
velopment before he commits the 
firm, but he will go smaller if need be. 
The range of home prices that he 
typically handles is from $45.000 to 
$125,000. 

For the builders who like to free up 
cash on their models quickly, sale 
leaseback offers a route. 

“The deal is a good deal,” says 
Tucker of Wood Brothers. “We'll 
always take a bird in the hand over a 
bird in the bush.” |= —DAN BROWN 

McGraw-Hill World News, Chicago 
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Flexible mortgages making new stand 


The push for flexible-pay mortgages is 
sweeping Capitol Hill again. 

Foes in and out of Congress now 
concede that the outer defenses against 
the new mortgages have already been 
overrun. The showdown fight is still to 
come—probably early next year. 

Both banking committees of Con- 
gress will then have taken testimony 
from groups opposed to the new 
proposals for the flexible mortgages. 
These proposals would generally ren- 
der the mortgage contracts safer for 
borrowers. 

The contest is over whether the stan- 
dard fixed-rate mortgage should be 
supplemented by such alternatives as 
the variable-rate mortgage (VRM), 
the Canadian roll-over mortgage, the 
graduated-payment mortgage (GPM) 
and the reverse-annuity mortgage 
(RAM). 

Green lights. Resistance to the whole 
idea of flexible mortgages is easing 
somewhat. Congress has already given 
mortgage lenders a broad go-ahead so 
far as the GPM is concerned, just so 
long as it is backed by FHA insur- 
ance—conventional GPMs are still a 
long way from getting the Congres- 
sional okay. And one of the flexible 
mortgage concept’s harshest critics, 
the AFL-CIO’s urban affairs director, 
Henry Schechter, not only agrees the 
GPM is worth a try; he endorses it as a 
“a good idea.” 

But on the VRM and the rollover, 
Schechter, like some influential mem- 
bers of Congress, is still totally nega- 
tive. “I don’t know what they will do in 
congress but we will still be fighting 
hard,” he warns. 

The leading advocate. The man 
leading the charge in behalf of flexible 
mortgage instruments is David Ka- 
plan, chief economist of the Federal 
Home Loan Bank Board. Kaplan set 
off the current phase of activity in 
October by handing to Congress a 
Bank Board staff study incorporating 
a suggested set of consumer safeguards 
that, he hopes, will clear the way for 
all the alternatives to the standard 
fixed rate contract. 

Kaplan's pitch to Congress was that 
an inflationary economic climate had 
produced a “financing gap” as people 
found they could not swing home 
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THE DIFFERENCE IN PAYMENTS 


30-year, $30,000, 9% mortgage 


The “worst-case” variable-rate mortgage, the rollover, 
the graduated-payment mortgage, the standard fixed-payment mortgage 


End of VRAM 5-Year 5-Year, 7'2%  10-Year, 3% 
Year Worst-Case Rollover GPM GPM SFPM 
TOTAL PRINCIPAL AND INTEREST PAID 
1 $ 2,896 $ 2,896 $ 2,188 $ 2,408 $ 2,896 
2 5,922 5,793 4,540 4,888 5,793 
3 9,075 8,690 7,070 7,443 8,690 
4 12,356 11,586 9,788 10,075 11,586 
5 15,764 14,483 12,710 12,785 14,483 
10 33,435 32,026 28,419 27,607 28,969 
30 104,122 102,197 91,254 92,335 86,900 
OUTSTANDING BALANCE 
1 $ 29,795 $ 29,795 $ 30,533 $ 30,304 $ 29,795 
2 29,592 29,570 30,945 30,562 29,570 
3 29,389 29,326 31,212 30,765 29,326 
4 29,184 29,057 31,306 30,908 29,057 
5 28,976 28,764 31,197 30,983 28,764 
10 27,618 27,416 29,098 29,975 26,828 


Notes: The VRM is allowed to increase by 0.5% per year and by 2.5% overall. The overall 
2.5% cap also applies to the rollover. The 5-year GPM has payments graduating at 7.5% 
per year and the 10-year GPM has payments increasing at 3% per year. 


Bank Board's 
Kaplan 
Leading the 
charge 


purchases under the stiff payment 
terms of the fixed rate mortgage. 

‘Not magic.’ Alternative mortgage 
instruments are not magic,” Kaplan 
admits. “As one squeezes a balloon at 
one end to make it small, so the 
balloon should be expected to bulge at 
the other end.” 

Yet, he argued, the GPM—which 
enables a borrower to defer much of 
the debt from the early years of a 
mortgage until later on in the life of 
the contract—would open up home 
ownership to those with lower initial 
incomes. In fact, Kaplan claims, “the 
GPMs have the potential of increasing 
home ownership by up to 5%. 

Likewise, said Kaplan, the VRM 


will help stabilize the mortgage market 
by giving lenders some protection on 
their profit spread against a rise in 
their cost of funds. The VRM indexes 
the mortgage-loan yield to the rise and 
fall of the cost of money. Members of 
Congress, consumer groups and orga- 
nized labor are well aware this can 
work against the consumer. 

Opposing sides. With the right kind 
of consumer safeguards, Kaplan can 
hope for support from Senators Thom- 
as McIntyre (D., N.H.), Alan Cran- 
ston (D., Calif.) and Edward Brooke 
(R., Mass.). Conceivably they could 
sway the Banking Committee chair- 
man, William Proxmire (D., Wisc.), 
who is presently skeptical. 

The real political problem will show 
up on the House side, where hard- 
hitting Rep. Fernand St. Germain (D., 
R.I.) is firm in opposition. 

Kaplan has no illusion but that it 
will be an uphill fight, and he explains: 
“The controversial issue in this whole 
discussion is . . . the appropriate type 
and degree of consumer safeguards.” 

—STAN WILSON 
McGraw-Hill World News, 
Washington 


Bank of America’s rollover variable 


The Bank of America, a crusader for 
mortgage reform, will offer next 
month a new type of variable-rate 
mortgage on which interest rates will 
be reviewed every five years. 

George H. Haley, senior vice presi- 
dent for real estate loans, said the plan 
will help the lender manage liquidity, 
and will assure borrowers and home- 
builders a fuller flow of mortgage 
funds. 


Bank of America’s 
Haley 

Sees freer flow 

of funds 


Similar to the rollover mortgage in 
Canada, the loan provides for a fixed 
interest rate for the first five years. At 
the end of the fifth year, the rate may 
be changed according to an index 
reflecting the prevailing cost of real 
estate funds available in the market. 

But unlike the Canadian plan, in 
which individual institutions determine 
the index internally, the Bank of 
America will use an external index 
that it does not control. At the time of 
the announcement, it had not been 
decided whether to use the Federal 
Home Loan Bank of San Francisco's 
cost-of-funds index or some other 
yardstick. 

Borrower’s option. A borrower can 
accept the revised interest rates for 
another five years, or he can prepay 
the loan without penalty. If the 
interest rate goes up, a 30-year loan 
can be extended up to 40 years to keep 
the payments even. 

In some ways the plan is like 
existing VRM programs offered by the 
Bank of America, Wells Fargo Bank, 
and most state-chartered savings and 
loan associations. In all of them, inter- 
est-rate increases are limited to 212% 
during the life of the loan. However, in 
the earlier programs, mortgage inter- 
est rates can go up '4% every six 
months after a year’s grace period. 
The interest rates have not yet moved, 


since the FLHB index has been “immut- 
able,” according to one S&L execu- 
tive. 

Lower initial rate. Under the Bank 
of America program, initial interest 
rates will be 1⁄4% lower than for fixed- 
rate mortgages, now at 9%. Loans are 
guaranteed assumable by a qualified 
buyer. 

The new VRMs will be offered, 
along with existing mortgage instru- 
ments, for single-family homes, on 
which the bank limits loans to 
$150,000. 

With the rollover feature, the bank 
can tie mortgages to a shorter term 
cost-of-funds than on a fixed-rate 
mortgage, many of which stay on the 
books for 20 or 25 years. 

Haley believes the new instruments 
will enable banks to participate in the 
real estate market more aggressively, 
increasing the amount of mortgage 
money available. While the Bank of 
America has the largest real estate 
portfolio of any bank in the country, 
he said, “hopefully we can get other 
banks into the mortgage market, so 
that in times of tight money we won’t 
see them all fleeing into corporate 
loans.” 

Public reception of VRM. The Bank 
of America sponsored the legislation 
recently signed by Governor Edmund 
G. Brown Jr. allowing the five-year 
rollover loans to begin next month. 
The legislation was endorsed by the 
savings and loan associations. 

Since the bank adopted a VRM 
program a year ago, only 12% to 15% 
of its borrowers have opted for varia- 
bles, according to Haley. To increase 
that percentage, the bank would have 
to step up its marketing efforts on 
VRMs and “perhaps place some 
restrictions on the fixed-rate mort- 
gage,” he said. 

Anthony Frank, Chairman and 
chief executive of Citizens S&L, one 
of the associations that pioneered with 
VRMs three years ago, said the Citi- 
zens’ VRM portfolio grows about 1% a 
month. By the first of the year, he 
expects 40% of the Citizens’ mortgages 
to carry variable-interest rates. 

Wells Fargo program. Wells Fargo 
was the first large commercial bank in 
California to adopt variables. The 


bank offers the option of a fixed-rate 
loan or a VRM up to $60,000, and it 
makes the VRM mandatory over 
$60,000. According to Fielding 
McDearmon, senior vice president for 
real estate loan administration, about 
one-third of the Wells borrowers 
choose the VRM even below the option 
point. In September, roughly 70% of 
the bank’s new mortgage loans, in 
dollar amount, were VRMs. McDear- 


Wells Fargo’s 
McDearmon 
Cites success 


of VRMs 


mon says the bank probably will offer 
a program similar to the Bank of 
America’s “if our customers want it.” 

New Evans pass-throughs. In anoth- 
er development, Evans Products Co. of 
Portland, Ore., has announced that its 
subsidiary, Homebuilders Mortgage 
Corp., will make permanent financing 
available to buyers of its precut homes, 
and has entered into an agreement to 
sell pass-through certificates to private 
investors. Dollar Savings Bank of 
Pittsburgh and the Paul Revere Life 
Insurance Co. of Greenwich, Conn., 
have agreed to invest $5 million. Other 
institutions may participate later. 

The certificates will represent in- 
vestment interests in a pool of mort- 
gage loans on certain customized 
homes sold by Evans’ Capp Homes 
and Ridge Homes divisions. Home- 
builders Mortgage will originate and 
process the mortgages to be placed in 
the investment pool, and will service 
them. Payments by homeowners will 
be passed through to the investors. 

Construction loans, too. Evans offers 
12-month construction loans through 
another subsidiary to finance the basic 
housing package. 

This year, Evans expects to deliver 
4,000 precut homes at an average price 
of $27,000. —JENNESS KEENE 

McGraw-Hill World News, 
San Francisco 
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The beautiful way: 


Whether your style is contemporary or tradi- 
tional, commercial or residential, Andersen suits 
it style for style. 

With a full line of beautiful to work with 
Perma-Shield® windows and gliding doors. 

There’s the crisp, clean contemporary lines of 
Perma-Shield gliding windows. 

And the flexible, functional design of Perma- 
Shield awnings and casements. In white or our 


earthy-hued Terratone color. 

You can also take advantage of the charmin 
traditional character of Perma-Shield Narroline 
double-hung windows. 

Or the slender, dramatic profile and walkou 
luxury of Perma-Shield gliding doors. 

All Perma-Shield units, except the sash of th 
double-hung window, have the added beauty o 
a long life, low maintenance, rigid vinyl sheat] 


COMPANIES 


Big builders’ council dies quietly 


The tumult and the shouting dies; 

The captains and the kings depart. 
Rudyard Kipling, 
Recessional, 1899 


The Council of Housing Producers, 
born amid fanfare and circumstance in 
1968, is being counted out. 

The man tolling the bell for the 
organization of those that were once 
the nation’s largest corporate builders 
is the council’s executive secretary, 
Rene Henry. 

Henry, executive officer of a Los 
Angeles public relations firm, has been 
in his council post since the beginning. 
He says that the organization’s 
death — which occurred quietly on Oct. 
17—was from natural causes. 

Henry had hoped to have the 
surviving members present to sign the 
death certificate at a meeting at 
Washington’s Watergate Hotel Octo- 
ber 18. “But,” he explains, “we 
couldn’t even get a quorum. Since I’m 
the only remaining officer, I’ve taken 
the legal steps to dissolve it. There 
wasn’t any resistance from members.” 

What happened? The council's vir- 
tually unnoticed demise was a far cry 
from its heady beginning nine years 
ago, when the councilmen faced Wall 
Streeters and reporters at an elaborate 
press breakfast in the discotheque of a 
posh Manhattan hotel. The council, 
Henry says, has fallen victim to 
changing times and to a changing 


Another court 


The Associated General Contractors 
has won a second round in its legal 
campaign against government-imposed 
hiring quotas based on race. 

Federal District Court in Butte, 
Mont., has issued a temporary re- 
straining order against implementation 
of a federal requirement reserving 10% 
of a $4-billion public works program 
for minority contractors. The ruling 
comes on the heels of a similar deci- 
sion by a Federal District Court in Los 
Angeles [ H&H, Nov.]. 

Builders’ campaign. The AGC chap- 
ter in Indiana has been seeking a 
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housing industry as well. 

Housing recessions took their toll of 
the industry’s giants of the 1960s. A 
roll call of the original council finds 
many members defunct or struggling 
back from the brink of bankruptcy. 

‘Limitless futures.’ All was not so 
dismal in 1968. At their Drake Hotel 
opener in New York, the councilmen 
said they hoped to have an impact on 
both Wall Street and the federal 
government. Henry claims the council 


Council's Henry 
‘Had considerable impact’ 


“had considerable impact on both. We 
informed and educated government 
and the investment community. We 
changed their minds about builders.” 

Initially, it was hoped that the 
Council would act as a counterweight 
to NAHB by giving corporate builders a 
separate voice, one that would be 
respected. 

As Kaufman and Broad’s Chairman 


Eli Broad said at the Manhattan 
breakfast: “A few years ago the finan- 
cial community thought homebuilders 
wore overalls and went bankrupt regu- 
larly. But it is learning that this 
industry is studded by capable, sound 
businessmen—with limitless futures.” 

Those futures did have their limits. 

Then and now. The council reached 
its zenith in 1972 with 14 members: 

Alcan Design Homes Ltd. of Mon- 
treal (an Alcan Aluminum subsidia- 
ry); ITT Levitt & Sons Inc. of Lake 
Success, N.Y.; Kaufman and Broad 
Inc. of Los Angeles; The Klingbeil Co. 
of Columbus, Ohio; The Larwin 
Group of Beverly Hills (a CNA Finan- 
cial Group subsidiary); Lewers & 
Cooke Inc. of Honolulu (a U.S. 
Plywood subsidiary); Wm. Lyon De- 
velopment Co. of Newport Beach, 
Calif.; National Homes Corp. of 
Lafayette, Ind.; the Pearl-Mack Com- 
panies of Denver; Ryan Homes Inc. of 
Pittsburgh and U.S. Home Corp. of 
Clearwater, Fla. 

At its death, the council included 
five active members: W.R. Grace 
Corp. of New York City; Lewers & 
Cooke; The Larwin Group; Levitt & 
Sons; and Leisure Technology Corp. of 
Lakewood, N.J. The rolls also listed 
Kaiser Aetna, although the land devel- 
opment combine was dissolved by its 
parents, Kaiser Aluminum and Chem- 
ical Corp. and Aetna Life & Casualty, 
last spring [H&H, April]. —T.A. 


bars racial hiring quotas 


similar ruling in that state. In Pitts- 
burgh, however, a federal court denied 
the contractors’ request for a restrain- 
ing order. The Pennsylvania AGC is 
appealing that ruling. 

The dispute between the AGC and 
the Justice Department threatens to 
delay the award of contracts, possibly 
until the U.S. Supreme Court resolves 
the whole issue. 

John Ellis, assistant executive direc- 
tor of the 8,000-member acc denies 
that his association is attempting to 
halt the program. 

Says Ellis: “We're for it. We lobbied 


for it.” Ellis admits, however, that 
most of its projects will probably be 
delayed. 

Defense of quotas. Justice Depart- 
ment officials, who defend the consti- 
tutionality of hiring quotas, claim the 
10% requirement is realistic. Racial 
minorities, the department asserts, 
make up 17% of the U.S. population, 
yet minority-owned construction firms 
account for only 1% of the construc- 
tion industry’s gross receipts. 

Congress approved the public works 
program—and the quota along with 


it—last spring. 


Conserving waterand energy- 
with 


its basic 


oen e 


“While everyone else in the plumbing industry »matically save'the energy it takes to heat it. 


was talking about water and energy conser- 
vation, Moen was busy getting down to the 
basics andidoing something about it. We 
developed and patented the Flow-Rator’ that 
is now stafidard on all new Moen faucets. It 
automatically controls the water flow for a 
water savings of up to 25% over conventional 
aerators.on single-handle faucets. Flow-Rator 
equipped shower heads limit flow to 3gpm 
for water savings of 50% or more over conven- 
tional shower heads. Fuel costs are reduced, 
too—when you save on hot water, you auto- 


Moen single-handle faucets also remember 
“your favorite temperature so not a drop is 
waded because you don't have to make 
adjust menfs. Combine the common sense of 
cotfservation with the beauty of Moen faucets 
and sinks. This way, you can 
give your customers everything MOEN 
they basically want. And more. 

For details, see your Moen 
man. Or contact Moen, a 
Division of Stanadyne, Elyria, 
Ohio 44035. 
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Builders refuse to choke on a Danish 


Boulder’s Danish Plan came as a blow, but developers rolled with punch 


Slow growth is normally the bane of a 
builder’s existence. But if it minimizes 
the unpredictability of boom-bust cy- 
cles and allows the builder to earn a 
fair profit, can it be all bad? 

In the university town of Boulder, 
Colo. (pop. 90,000), local builders 
have learned to adjust to a stringent 
slow-growth measure that has been in 
effect nine months, 

The ordinance—called the Danish 
Plan after Paul Danish, the city coun- 
cilman who pushed its enactment— 
limits construction of new housing 
units to just 450 per year. 

Less land, higher costs. Even before 
the plan, developable land within the 
city limits was scarce and increasingly 
expensive. Now, says local builder 
Thomas Hoyt, president of McStain 
Enterprises, “it takes well over a 
year—once we've bought the land— 
for completion of all the necessary 
paperwork. Costs have gone up and so 
have the prices homebuyers have to 
pay.” 

While the new regulation has 
seemed to enhance the fortunes of 
local builders somewhat, it has driven 
the larger Colorado builders—such as 
the Writer Corp. and Witkin Homes 
(a U.S. Home subsidiary), both of 
Denver—out of Boulder and into the 
more receptive and more rural sur- 


rounding communities. 

Under the new regulation only 244 
of 368 allowable building permits were 
granted during the first round of allo- 
cations. Yet, explains Jim Leach, vice 
president and general manager of 
Wonderland Hills Development Co., 
local builders had a six-month breath- 
ing space between the time when the 
Danish Plan was proposed and when it 
took effect. In that time, he says, the 
Denver NAHB chapter assisted Boulder 
builders in scheduling up to three 
years worth of business in advance. 

Sellers’ market. James Pettit, presi- 
dent of JRP Construction Co., warns 
that the higher home prices caused by 
the ordinance may mean the end of 
low and middle-income housing in 
Boulder. 

But the higher prices, Leach insists, 
have failed to depress housing demand 
“and the quota system promises to 
keep demand high.” The artificially 
controlled housing supply, Leach adds, 
“stabilizes at least one of the elements 
of the boom-bust cycle in our housing 
industry.” 

In the Boulder suburbs, notes Pettit, 
builders have experienced an upsurge 
in sales—albeit, he thinks, a tempo- 
rary one. 

Says Pettit: “It could be that all the 
publicity about growth control will 


bring us [in the suburbs] a lot of 
homebuyers.” 

Jim Leach agrees with Pettit’s 
assessment and cautions that “home- 
buyers looking for a traditional single- 
family home on a third of an acre in 
Boulder may be out of luck.” 

Gazing into his crystal ball, Leach 
sees homebuyers confronted with a 
difficult choice. “It just may be”, he 
says, “that buyers wanting to live in 
Boulder will have to live in a compara- 
tively expensive condo or just not live 
here at all.” 

High density housing, the Boulder 
builders agree, is the best and only way 
to at least partially satisfy existing 
demand while getting the most out of 
what land is available. 

Bitter pill. The builders are unani- 
mous in their hope that the Danish 
Plan will be replaced by a countywide 
comprehensive plan “that shapes 
growth instead of arbitrarily limiting 
it.” Such a plan, however, is still in the 
talking stage and it will be awhile, the 
builders say, before it is enacted into 
law. 

In the meantime, the Boulder build- 
ers will continue to swallow the bitter 
pill of regulation, a pill which has 
apparently produced few bad side 
effects. —JOSLYN GREEN 

Boulder, Colo. 


Five more years for Petaluma Plan 


The nation’s pioneer slow-growth com- 
munity— Petaluma, Calif.—has ex- 
tended its controversial housing con- 
trol system for five years. 

This time, however, the restrictions 
seem less harsh than those in the 
original plan, which was upheld by the 
U.S. Supreme Court in a ruling that 
aroused wide interest last year (H&H, 
April ‘76). 

While the interim slow-growth plan 
continues to limit construction to 500 
new residential units a year, develop- 
ments of less than 10 units are now 
exempt. Petaluma’s 1972 ordinance 
exempted only those developments 
with fewer than four units. 
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Other exemptions. The Petaluma 
city council has also exempted low- 
income projects receiving federal or 
state funds and “congregate” housing 
projects for the elderly. Such senior 
citizens’ housing provides separate 
living and sleeping accommodations 
but common kitchen and dining facili- 
ties. 

The council also asked developers to 
mix lot sizes and to mix multifamily 
units with single-family homes. 

Like Boulder, Colo., Petaluma 
adopted its slow-growth measures five 
years ago to prevent overcrowding. 
The current plan foresees a 6% popula- 
tion increase per year until 1985. By 


that time the Petaluma population will 
peak at 85,000, up from 24,000 five 
years ago. 

Contrasts. In Boulder, the Danish 
Plan limits population growth to just 
2% per year instead of the 8% annual 
growth rate prior to the recent enact- 
ment of slow-growth measures (see 
story above). 

In Petaluma, housing is allocated by 
a citizens evaluation board. Boulder’s 
Danish Plan, however, uses a merit- 
point system to determine which 
projects will be built. 

—JENNESS KEENE 
McGraw-Hill World News, 
San Francisco 
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produced so much information. 


Never before has the need to 
make it meaningful been so great. 


On seven continents, McGraw-Hill 
an men and women are gathering information. 

Not just facts but important information... which 
will help people do their jobs...will help them 
learn...will be useful to-decision makers in business, 
industry, the professions and government. 

Finding the right material is only the first 
step in making information meaningful for our _ 
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special requirements. Our Kitchen 
and Laundry Design Specialists 
will plan a kitchen or laundry to 
your specifications. You can have 
technical assistance to help with 
your heating and cooling needs 
And our Merchandising staff will 
help you with material to reach 
your sales or rental objectives 

You can expect timely deliv- 
ery from GE. We have 9 factories 
5 regional distribution centers 
and over 60 warehouses through- 
out the country. 

And behind every GE prod- 
uct you order is General Electric 
Customer Care” service which 


ectric can help you-whether 
es only a phone call away. 


means we have Factory Service 
Centers covering 350 cities, plus 
more than 5,000 franchised serv- 
icers across the country. This can 
be a persuasive point indeed to 
a prospective buyer. 

So when you order GE prod- 
ucts you get know-how, service 
and professionalism—all from a 
single source. 

Phone the Contract Zone 
Manager nearest to you and let 
him tell you how GE can help 
you. Whether you build 4 homes 
a year or 400. 

Over 25 years of consistent 
service to builders. 


GENERAL @@ ELECTRIC 


Circle 33 on reader service card 


SOUTHEAST REGION 


NORTHEAST REGION 


H&H/housing 12/77 33 


MARKETING 


Local ad blitz 


The ads were largely responsible for 
selling out the 253 apartments housed 
in the 25-story tower. 

And, report builders Gerald M. 
LaVay and Robert J. Harris of Wash- 
ington, D.C., the ads have also led to 
an additional 110 sales in a second, 
identical tower going into construc- 
tion on the eight-acre site. 

Significantly, the turnaround was 


..and culture 


Audubon Square, a 360-unit condo 
development that almost went under 
two years ago, is now selling up a 
storm in Memphis. 

But there’s a special twist to this 
turnaround. The project’s impressive 
comeback—it’s more than 80% sold 
out—is being staged in a market that, 
until recently, has stubbornly re- 
sisted condominiums. 

What changed the sales climate? 

Nothing short of a totally re- 
vamped marketing approach that 
now stresses both the economic and 
cultural benefits of condo living. 
Main thrusts of the new sales strat- 
egy: 

© Price reductions for the project's 
nine floor plans. Low-end units, ini- 
tially pegged at $25,950, were cut to 
$23,500. Prices for top-of-the-line 
models were lopped a full 15%, going 
from $49,950 to $42,500. 

e Introduction of a buy-back fea- 
ture, which provides for refunding 
the initial down payment after a 
two-year occupancy. The only condi- 
tion: Buyers must give written notice 
after the 23rd month. 

è Free on-site cultural events and 
entertainment. Presented every other 
Sunday, these include local musi- 
cians, dance groups and art shows, 
with magic acts and story tellers for 
children’s days. Shows are open to 
the public as well as residents. 
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achieved without price-cutting; in 
fact, there was an increase in prices as 
the builders approached the sellout. 

In the spring of 1976, however. the 
project, named Maisons-sur-Mer, 
was a white elephant on the sands of 
Myrtle Beach, S.C. 

“We'd been open nearly a year but 
had sold only 75 units,” says Douglas 
LaVay. general manager for the 


ey 
-= 
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Birth pains. Audubon Square, one 
of some 40 condo developments 
started in Memphis four years ago, 
got into trouble early. By late °75, 
none of the units had been sold (40% 
were rented) and the project's main 
creditor—BankAmerica Realty 
Investors—was ready to foreclose. 

Instead, BARI took a deed on the 
property and hired an experienced 
marketing executive to run the show. 

Enter project manager Melvin Mar- 
lowe, a former vice president at Cen- 
tex Corp. and the Donald J. Scholz & 
Co. He had also done a stint as 
marketing director of Levitt Building 
Systems. 

Marlowe’s new three-point pro- 
gram, launched early last year, paid 
off fast: 110 units were sold in the 
first six months. Results were so 
good, in fact, that the buy-back fea- 
ture. which clinched many of the 
early sales, was discontinued 75 days 
after its offering. 

Thus far, 292 of Audubon Square's 
360 units have been sold. with total 
volume now exceeding $10 million. 
Average selling price: $34,500. 
(Single-family homes in Memphis 
now fetch an average of $36.212. up 
11% from last year.) 

The project’s renting pattern also 
turned around. The number of 
tenanted units, once as high as 150. 
has been reduced to 12 as new 


saves resort condo.. 


builders. “The whole operation 
seemed to be going nowhere.” 
Enter the ad men. Austin Kelley 
Advertising, an Atlanta agency ap- 
pointed to help salvage the project. 
analyzed the market. It found: 
e Myrtle Beach condos had been 


depressed for almost two years—there 
had been plenty of foreclosures—but 
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boosts a Memphis project 


owners move in and former renters 
convert to ownership. 

On the rebound. The timing of Au- 
dubon Square's recovery coincides 
with a general upsurge in condo de- 
mand throughout the Memphis mar- 
ket. But it was a long time coming. 

In 1973, the city was flooded with 
stylized condo projects. Emulating 
Bavarian villages. California ranch 
homes and Italian villas, they came 
mainly in mixes of garden and town- 
homes that were long on the 
amenities: pools, tennis courts and 
even some golf courses. That year’s 
building binge produced more than 
3,000 units. 

The expected buying rush never 
materialized, however, and the mar- 
ket dried up before many of the de- 
velopments were completed. 

For the next two years, local condo 
business was marked by bank- 
ruptcies, unpopularity, mistrust and 
unfilled promises. Some 445 units 
were sold in 1975, but thousands 
went begging. 

Conservative Memphis, in short, 
turned thumbs down on the con- 
dominium; it would stick with single- 
family homes. 

Turn of the tide. Citywide de- 
mand for condos spurted last year— 
and it’s still going strong. In the sec- 
ond quarter of ‘77, for example, a 
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the market was beginning to turn. 

è Maisons-sur-Mer had been 
widely advertised all along the East 
Coast by two prior agencies but with 
scant results. There had been scarcely 
any attempt to learn who prospective 
buyers were and where they lived. 

e The project had a lot going for 
it—an excellent oceanfront site, a 
complete recreational amenities 
package and five saleable floor plans 
(flats ranging from 1,662 to 1.899 sq. 
ft. and selling from $75.000 to 
$125,000) But this information was 
not getting to the right audience. 

Buyer interviews. By interviewing 
families who had bought into 
Maisons-sur-Mer, the Kelley organiza- 
tion determined that the buyers were 
mostly successful empty 
earning $40,000 a year and up and 


nesters, 


Snob appeal is intent of ad at right, which 
project's attributes 
through quotes supplied by its apartment 
Before local newspaper 

magazine/TV/billboard campaign, only 75 
units were sold in 25-story oceanfront 
tower (photo above). All 253 apartments 
are now sold and 110 additional units are 


stresses condo 


owners 


taken in an adjoining twin tower just going 
into construction. 
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seeking extra status through owning a 
second home on the beach front. By 
reviewing its own real estate files. the 
agency found plenty of similar pros- 
pects in the Carolinas and adjacent 
States. 

“So we to localize the 
campaign,” agency president 
Austin Kelley. “and blitz only a few 
geographic markets with bigger and 
more numerous ads.” 

‘Snob appeal.’ Armed with a 
$350.000 budget. the agency created 
large-space newspaper and magazine 
ads and 30-second television com- 
mercials. They stressed the project's 
attributes through “interviews™ with 
its condo owners (see ad below) 

“Our approach was blatant snob 
appeal.” notes Kelley. “We posi- 


decided 
says 


tioned the owners as people who had 
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MAISONS-SUR-MER 


THE MOST TALKED ABOUT NEW LIFESTYLE 
BETWEEN CAPE COD AND KEY WEST. 
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made it big. and suggested that others 
would do the same by purchasing a 
Maisons-sur-Mer home.” 

The ads originally ran only in the 
Carolinas: later, coverage was 
tended to Washington, D.C., Atlanta 
and West Virginia. In addition. space 
was purchased on 25 billboards along 
roads into Myrtle Beach. 

The response was instantaneous: 
traffic picked up substantially at the 
project. with as many as 300 couples 
visiting during peak weeks. 

And to further stimulate sales. the 
builders added their own marketing 
wrinkle 

“Ifa visiting family was qualified,” 
says LaVay. “we invited them back 
to stay in a rental flat for a week or a 
weekend. We sold almost 100 units 
this way.” AGC. 


cx 


record 241 units were sold (average 
price: $31,265) and another 218 
moved in the July-August period 

To date 3,416 units, or 76% of the 
Memphis condo stock, have found 
buyers; and 22 of the projects started 
in ‘73 are now at least 95% sold out 

Commenting on the recovery, Mel 
Marlowe says that people’s attitudes 
have changed. ‘They've come to 
realize that 
shared experience, one that encom- 
passes residential privacy as well as 


condominiums are a 


the social and amenity benefits of 


community life. People here now ac 
cept the life style offered by condos 
and see them as a viable form of 
homeownership.” 

Memphians, he says, have finally 


their reservations about 
the condominium. 

Cultural traffic. Although Marlowe 
readily admits that bargain prices 
helped to break down much of the 
initial sales resistance, he also feels 
that Audubon Square’s cultural pro- 
gram played a major role in upgrading 
the condo’s image 

“While we don’t claim to have 
turned the market around,”* he says. 
“sales did begin to accelerate all over 
the city shortly after our first few 
concerts.” 

One thing is certain. The free con- 
roundly plugged by the local 
media, generated a lot of traffic— 
including people who had never seen 


overcome 


certs, 


the inside of a condo project before 


Says Marlowe: *‘Many who came 
for the music and dance had a chance 
to inspect our models at intermission 
time or after a performance—and 
they became prospects.” 

Dealer’s accolade. The situation is 
perhaps best summed up by Gail Por- 
ter of Joyner, Heard and Jones, a 
Memphis brokerage firm responsible 
for on-site sales at Audubon Square. 

“We used to think that being as- 
signed to a condo project was a form 
of punishment, she says. ‘Now it’s 
one of the most lucrative assignments 
you can get. In fact, six of our eight 
sales reps have each done at least $1 
million in volume at Audubon 
square.” —PORTER SMITH 

Memphis 


Traffic-generating concerts and other entertainments are held 
in aquascaped outdoor setting. Cultural events, offered every 
other Sunday, shift to the roomy clubhouse (above) in cold or 


rainy weather 
from zero to $10 million in 18 months 


Sales of Audubon Square units (below) went 
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PEOPLE 


Some builder leaders get back on top 


Some former building-company presi- 
dents resurface and some other execs 
are annointed with presidential oil. 

Stuart Golding, who occupied the 
president’s hot seat at U.S. Home 
Corporation’s headquarters in Clear- 
water, Fla., from June 1973 to May 
1975, pops up as a prominent member 
of an Oklahoma construction partner- 
ship that is backing a shopping center 
in a 600-acre planned unit develop- 
ment in Tulsa. The project director is 
Burt MclIntosh, a former executive 
with the Del Webb Corp. and Arlen 
Realty & Construction. Golding re- 
cently completed the $1.2-million 
Countryside Mall near his old USH 
stomping grounds in Clearwater. 

In California, meanwhile, the ex- 
president of the Irvine Co., Raymond 
L. Watson, joins four other principals 
to form the Newport Development Co. 
Coming aboard with their old boss are 
Irvine alums Lansing E. Eberling and 
Thomas C. Wolff Jr. Joining the Irvine 
trio are Donald N. Albrecht and 
William S. Lund, who also continue as 
principals in Terramics Inc., a Los 
Angeles realty investment firm. Wat- 
son says his new company will be 


Npc’s Eberling 
Irviner finds 
a new home 


headquartered in Newport Beach and 
will buy vacant land for subsequent 
conversion to residential, commercial 
and industrial use. 

Another refugee from the recent 
Irvine shakeout, Douglas M. Gfeller 
[H&H, Oct.], finds a roost as president 
and chief operating officer of the new 
Atkins/Gfeller Co. of Tustin, Calif. 
The company, a subsidiary of the 
Atkins Co., will concentrate on the 
planning and development of mixed 
land-use projects. 

Merrill Butler 3d is tapped to be 
assistant director of marketing at 
Butler Housing Corp. of Anaheim, an 
Irvine subsidiary. Butler’s father, Mer- 
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rill Butler Jr., is company chairman 
and vice president/secretary of NAHB. 

Vacant posts are filled at two 
Shapell Industries divisions. William 
S. Effinger is named president of the 
parent’s San Diego division. James C. 
Ghielmetti becomes president of Sha- 
pell’s Northern California division, 
with headquarters in Sunnyvale. 

In the Midwest, Donald C. Alex- 
ander becomes vice president of sales 
and marketing for the Hoffman 
Group’s Hoffman Homes division in 
Hoffman Estates, Ill. He occupied the 
same post at Pulte Homes’ Detroit 
division. He succeeds Tracy Cross, 
who earlier was named vice president 
of corporate planning [H&H, Nov.]. 

In Silver Spring, Md., Lewis M. 
Letson is namied executive vice presi- 
dent and general manager of Ross- 
moor Construction Corp., a new post. 

Lee A. Perry moves from New 
Jersey to Florida to become vice presi- 
dent of Woodmont Construction Co. 
of Tamarac. She was assistant to the 
president and broker-sales manager 
for DCA of New Jersey Inc., with 
offices in Forked River, N.J. 

Connie E. Schuchman is appointed 
vice president of administration for 
Homes by Dave Brown Inc. of Phoe- 
nix. She had been an administrative 
assistant with the company. 

In Griffin, Ga., Warren Davis 
becomes director of field operations at 
Imperial Homes Inc., a Wick Building 
Systems subsidiary. Imperial, which 
has manufactured 7,500 homes during 
its 17-year history, was acquired by 
Wick last August. 


LENDERS: William L. Atteberry fills 
a presidential vacancy for the James T. 
Barnes Mortgage Co. in Detroit, a 
subsidiary of James T. Barnes & Co. 
Atteberry was president and chief 
executive of Mortgage Investment 
Securities Inc. of Clearwater, Fla. 
John P. Rees is elected president of 
U.S. Mortgage Corp. of Clearwater, 
Fla., a subsidiary of U.S. Home. He 
succeeds Theodore J. Eisch, who 
resigns as the Federal Home Loan 
Bank Board’s general counsel. No 
successor is immediately named. 


DEVELOPERS: In Tarzana, Calif., 


Gilbert O. Nielson joins Griffin Devel- 
opment Co. as vice president for land 
planning, a vacant post. He had been a 
development manager for the Kaiser 
Aetna joint venture. 


ARCHITECTS: Bruce Downing and 
James Leach, principals of Down- 
ing/Leach & Associates of Boulder, 
Colo., merge their firm with Environ- 
mental Design Consultants, another 
Boulder architectural company. The 
new company will be called Downing 
Leach/Environmental Design Consul- 
tants. James Leese, a former EDS prin- 
cipal, and Robert K. Welton, former 
associate architect and Down- 
ing/Leach business production man- 
ager, become principals. Downing 
Leach/epc specializes in residential 
and mixed-use architecture and in land 
planning. 


ASSOCIATIONS: The Mortgage 
Bankers Association names Mark J. 
Riedy to succeed Oliver H. Jones as its 
executive vice president. Riedy had 
been vice president and chief econo- 
mist for the Federal Home Loan Bank 
Board of San Francisco. 


MBA's Riedy 
A move to Washington 


OLOHd TOLIdV) SYJANV 


The American Land Development 
Association taps J.B. Belin Jr. as its 
1977-78 president. Belin is president of 
Belin & Associates of Houston. C. 
Randolph Warner, president of Fair- 
field Communities Land Co. of Little 
Rock, Ark., is elected treasurer. 

At its New Orleans convention, the 
National Apartment Association 
names Henry Shane to a one-year term 
as president. Timothy Schaefer moves 
up to first vice president. Shane is co- 
owner of Lake Development & Man- 
agement Co. of New Orleans. Schaef- 
er is president of Schaefer Manage- 
ment Co. of Madison, Wis. 
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Train room has an authentic looking caboose that rests 


on tracks made of stairway banisters. The caboose can serve 
as a closet. Storage space beneath the bed frame 
eliminates need for other furniture, leaving ample play 


space 


corral fence. 


Kids’ rooms that sell 
houses to the parents 


The appeal: decorating ideas that turn 
secondary bedrooms into fun places 
for children. The rooms are in Ruten- 
berg Homes’ models—and the ideas 
can be duplicated for about $500 by 
using working drawings that the 
builder gives free to buyers. 

The buyers: a growing market in 
Florida—families headed by young 
executives who are replacing empty 
nesters and retirees as Rutenberg’s 
primary customers. 

The purpose: to maintain the com- 
pany’s image as an innovator in de- 
sign and merchandising. 


So says Dennis Eckel, marketing 
manager for the custom division of 
U. S. Home Corp., which sells 
through model-home centers located 
along Florida’s west coast. 

‘The change from older to younger 
buyers means we're selling mostly 
three, four and five-bedroom 
houses,” he says. “*So we need varied 
interior design that families will con- 
tinue to talk about after they visit our 
centers.” 

The rooms have become more than 
talking points, Eckel says: ‘‘The ex- 
citement generated by the offbeat 


MARKETING 


Play room designed for 
very young children is 
decorated like a zoo, 
with the closet space 
turned into a monkey 
cage. The floor is car- 
peted with a game rug; 
and a 4x4 post, wedged 
between floor and ceil- 
ing, is fitted with dowels 
so visiting children can 
hang hats and coats. 


Bunkhouse theme room includes a sawhorse for young 
equestrians, a cast-iron stove, wagon-wheel wall decor 
and a weathered tree trunk on which young cowpokes can 
hang their clothes. Shutters on window simulate a 


decorating concept translates into 
enthusiasm for the design of the en- 
tire house.” 

An added bonus: Children tend to 
stay in the theme rooms; so their 
parents are free to tour a model in 
leisurely fashion and discuss contract 
details without interruption. 

Base prices for Rutenberg’s houses 
range from the mid-$40,000s to over 
$100,000. The theme rooms were 
created by Tom Cornett, manager of 
the company’s in-house design staff. 
The Rutenberg division is headquar- 
tered in Largo. —IJ.R.V. 
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Want to ease 
buyer carrying charges? 


Adda 
rental unit 


to 
your homes 


Developer Peter Del Pesce tried that 
approach (not new, but unique in this 
case because of the number of units 
involved) in the townhouse section of 
his attached-housing project on New 
York’s Staten Island. 

It worked so well that he sold all 52 
units of the section’s first phase in 
eight months. And many sales were to 
buyers who ordinarily would have 
shied from the $73,990 price tag. 

“Our buyers get $300 a month from 
the rental units,” says Del Pesce. 
“That covers a lot of their mortgages 
and taxes? 

Sales resistance melts. The rental- 
unit approach is permissible under the 
zoning regulations in New York City 
and in other densely populated urban 
areas. Del Pesce’s plan drops monthly 
carrying charges for townhomes below 
$270 (see table below). 

“When buyers see that bottom line, 
their sales resistance just melts,” says 
sales manager Dennis Sperico. 

Each townhouse contains a six- 
room, 1,056-sq.-ft. apartment on the 
top floor of the three-level unit (floor 
plan at right). Buyers have the lower 
two floors (1,744 sq. ft.). They are 
mostly home owners from nearby 
Brooklyn who need bigger houses for 
their growing families. 

The project. Del Pesce plans to open 
a final phase of 45 townhouses early 
next year. He is also building fourplex 
condos and two-family attached homes 
in the 23-acre project, called Green 
Tree Estates. When built out, it will 
contain 252 homes (not including 
rental units). —JOEL G. CAHN 
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Five-unit townhouse grouping (photo above) displays project's Tudor-style architecture. 
Density of 97-unit section is 10.7 per acre. Building lines are broken by varying setbacks 
and roof pitches. Below: Floor plan of single layout offered shows top-floor rental 
apartment. The architect: Stanley Laswood 


Here’s how the rental unit 
cuts monthly buyer charges 


Sales price......... noiscanassuessausasseseossve $73,990 
Paid on contract ... 

Paid on title 
Closing costs... 


Mortgage (30 yrs. at 8'/2%) 
Interest & Amort 

Taxes (est)... 
Less rental... 
Total monthly costs .... $268.66 mo. 


New 
anew design 
new des 
new des 


design ideas for resort and country houses 
ideas for ski and hillside houses = 

ign ideas for weekend and summer houses = 
ign ideas for beach housesanew 


design ideas 


for mee e housesathe best of the best since 1970 


Both you and your clients will put 
this rich edition of VACATION HOUSES 
to the best of uses—to glean inspiring 
and practical ideas from it! Bursting with 
exterior and interior photographs (black 
and white and full color), site plans, floor 
plans, and such specifics as cost range, 
this beautiful sourcebook shows you and 
discusses 62 of the very best new designs 
architects have come up with for vacation 
sites in the United States since the first 
edition in 1970. As many as 43 of these 
were Record House Awards winners. 

Each of the houses you'll visit is 
provocative, stimulating, idea-filled. All 
together, they offer concrete answers to 
a considerable variety of sites, dreams, 
desires, needs, and budgets. They will 
not only help prospective owners to 
crystalize their unformed notions, but 
will give you, the architect, a springboard 
for exchanging with clients specific 
verbal and visual ideas about approach 
and appearance, feeling and form. 
They're the best of the best from the 
pages of Architectural Record! 


Here are the top successes—for 
all climates, terrains, tastes 

Wooded hideaways, lakeside cabins, 
country cottages, meadow-framed farm- 
houses, studios by the sea, slopeside 
chalets, dune nests, mountain aeries, 
private oases within planned communi- 
ties—they’re all here! And they're all 
models of intelligent, sound develop- 
ment—economically, architecturally, 
and ecologically. 


The Architectural Record Book of 


Vacation Houses 


Second edition 


Selected by the editors of Architectural Record 


256 pages, 9 x 12 inches, more than 300 illustrations 


See 62 of today’s most exciting vacation houses and how architects 
are turning America’s “let’s-get-away-from-it-all” dreams 


into living realities... 


Keep your eye on today’s 
trends, philosophies, styles 
in America’s “second homes” 

What kinds of second houses are 
people dreaming about? What do they 
want and expect from that home away 
from home—whether it be a summer 
stopover or a year-round vacation haven? 
Often what the owner wants is a combi- 
nation of opposites. Privacy and more 
involvement and activities with family. 
Elegance and ease. Simplicity and ex- 
citement. Formality and casual day-to- 
day living. But whatever they want, what- 
ever the mood, these designs display an 
amazing degree of sensitivity, percep- 
tion, freshness, and inventiveness. And 
whatever the individual site, whatever 
the individual taste, the designs promote 
full enjoyment of life and nature—and a 
deep experience of the site itself. 


Practical talk for the 
practicing architect 


Inspiration and stimulation aside, 
stress is also placed on such practical 
topics as costs, methods, and materials. 
Construction budgets range from under 
$1 2,000. Upper brackets include a 

“mini-hotel” for a family of twelve! 
Hundreds of techniques are explained. 
For achieving dramatic effects and visual 
surprises. For accommodating a wide 
variety of activities. For applying eye- 
deceiving devices that can expand or 
contract space. For creating environ- 
ments that are at once bold, quiet, 
sophisticated, and rustic! There are also 
ideas that are easily repeatable in several 
different versions! 


=e MAIL THIS COUPON TODAY FOR 15-DAY FREE EXAMINATION = = = = am 
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HOUSES, Second Edition (002337-9), z ee eer ee 
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I 
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WHAT’S SELLING 


In Delray Beach, Fla. 


One size fits all at a three-market project 
5 


There’s no choice when it comes to A > . ME 
house size at Bass Creek, Delray È A VUN 
Beach, Fla.; its three models all have 
about 1,400 sq. ft. of living space. 
They’re all priced the same too— 
$43.500 with a $4,000 premium for a 
few lots bordering a canal. But 
buyers haven’t complained. In fact, 
the 183-house project scored an 
eight-month sellout. 

Why did same-size houses sell so 
well? Because that 1,400 sq. ft. is 
arranged three very different ways: 

è For families, there’s a plan with 
a lot of room for formal and informal 
activities (top right). A front porch 
(photo top of page) contributes a 
sense of spaciousness to the living 
room, and sliding glass doors open 
the family room to backyard play 
areas. 

è For young couples, there's a 
plan with sophisticated touches 
(middle right). The bath off the mas- 
ter bedroom has a glass-walled 
shower with a view of a private gar- 
den, and there are sliding glass doors 
that open the bedroom to the same 
garden. (This plan was initially Bass 
Creek’s best seller, but the other two 
caught up as sales progressed.) 

è For empty nesters, there’s a plan 
designed for privacy. Its two bed- 
rooms are isolated at either end of the 
house (bottom right). One is a master 
suite with sunken tub in the bath, the i 
other was intended for guests. (As it = BNE = 
turned out, only 50% of the buyers vr] 
were empty nesters: this plan also 
appealed to younger couples.) 

Why the one-price, one-size ap- | a I i GAR 
proach in the first place? “It’s an 
attention-getting device,” says 
George Fuller, general partner in the 
project which was joint-ventured 
with the National Corporation for 
Housing Partnerships. **Further- 
more, it puts prospects in a better 
frame of mind. There’s never the 
problem of choosing between the 
model they like best and one that’s 
less expensive.” 

Another technique Fuller used: He 
instituted evening sales hours, un- 
heard of in his area. *‘This brought us 
a great deal of business,” Fuller says. 
“Most of our buyers are working 
couples, even those with children, 
and they don’t want to devote their 
weekends to house hunting.” 

—BARBARA BEHRENS GERS 


Family-oriented model 
(photo above, plan left) 
features front porch 
shielded for privacy. 
Builder Fuller used 
wood on exteriors and 
wood windows, a look 
currently very popular 
in Florida. 


FOR EMPTY NEPTERS 
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A A Hotpoint Clean-up Center 4 


| ad 


can help you 


wrap up a sale. 


Your customers are looking for con 
venience in the kitchen. And you car 
offer them a lot of it when you install 
Hotpoint Clean-Up Centers. They're 
an ideal sales clincher 


1 Hotpoint dishwashers can 
help save time and energy. 
Our built-in dishwashers are full of the 
kind of features buyers are looking for 
We have models with Power Saver 
and Short Wash cycles. And Dish 
Potwasher cycles on two models as 
well. Most Hotpoint dishwashers are 
wrapped with a thick blanket of sound 
insulation to cut down on operating 
noise. And they have a soft food 


poser and Rinse-Away drain which 
helps eliminate hand pre-rin 


Ing 


Y 


If you'd like to be filled in on 

even more reasons why 
Hotpoint Clean-Up Centers make 
sense today, fill in this coupon. 


The Trash Compactor—a 

neat solution to a messy job. 
Add a Hotpoint trash compactor to 
your kitchen appliance package and 
you're adding convenience most 
people never had before. It compresses 
the average weekly trash of a family of 
four into one handy carry-out bag. 
Hotpoint compactors have reversible 
color panels to match the color scheme 
buyers decide on. A sleek black 
front panel is also available as an 


optional extra 


Hotpoint Contract Sales Division 
Appliance Park, AP4-256 
ouisville, Kentucky 40225 


Tell me more about Hotpoint Clean-Up 


Centers 


A complete line of dependable : 

disposers. Hotpoint’s food waste 
disposers grind up scraps, including 
bones. All have stainless steel blades 
that resist corrosion. 


We hustle for your business. And it shows. 


+ 


tY FTOQucl ol Ge ra Fl 1 $ d 
O- EnetAl Electric Company 
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46 5) what’s selling 


In Largo, Fla. 


Low-end 
single family 
tailored to 
the market 


The houses at Pinebrook, Largo, Fla., 
are inexpensive—$34,480 to 
$42,480—but that’s not the only 
reason 132 have been sold in 13 
months. Sales were brisk because the 
builder pinpointed the preferences of 
local moderate-income buyers, and 
tailored its houses to suit them. 

For instance, market research 
showed that working families on Flori- 
da’s west coast were tired of tradi- 
tional white stucco/tile roof exteriors. 
So Pinebrook’s houses feature brick 
and wood detailing and shingle roofs 
(rendering below). 

This market also wanted: 
® More open, up-to-date interiors. 
Consequently, floor plans allow for a 


How to get lots of exposure for 


Reach the people who steer the pros- 
pects. 

That’s what the marketers of Pierce- 
field Forest, a low-end single-family 
project in Richmond Hill, Ga. did. 

The method: A builder/broker lun- 
cheon followed by an afternoon cock- 
tail hour on site. 

“We got a lot of mileage out of that 
luncheon,” says project manager Ken- 
neth Kimbrough, “and it cost less than 
$1,800. 

“Realtors traditionally sell new 
houses in the Savannah area, so we got 
them together with the promise of a 
free lunch and a sneak preview. This 
gave us the chance to describe the 
project to them and make suggestions 
on how to sell it.” 

Turnout. About 90 brokers and 
influential members of the community 
attended, almost a 50% response to the 
developer's invitations. 

The $1,735 bill included the cost of 
printing invitations ($365); lunch at a 
local motel ($427.50); drinks and hors 
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d'oeuvres at the model house ($742); 
the wages of two hostesses ($50); and 
a photographer ($100). 

The idea of staging the luncheon 
came from marketing consultant Wil- 
liam E. Becker of Teaneck, N.J. 

Sales. There have been 40 sales in 
the project's first five months. Current 
prices range from $30,800 to $34,700. 


free flow of activity between living and 
eating areas. 

è Two-car garages. Even the small- 
est (959-sq.-ft.) plan shown below has 
a two-car garage. Most comparably- 
priced houses don’t offer enough 
storage for families owning one or two 
cars plus a boat or bicycles. 

© An attractive land plan. Care was 
taken to preserve trees and lakes on 
the site, and to provide an impressively 
landscaped project entry. 

Pinebrook is a joint venture of 
Beacon Homes by Hoeldtke, based in 
New Port Richey, Fla., and the Pine- 
brook Development Co. When built 
out, Pinebrook should have 630 single- 
family houses. —B.B.G. 


little cash 


Piercefield Forest was developed by 
Richmond Hill Realty Corp., New 
York City, and William E. Gilbert of 
Greenwood, S.C. Four Savannah-area 
firms are building in the project: 
Burnsed Enterprises; Kilpatrick-Smith 
Construction Inc.; Remler Construc- 
tion Co.; and Haynie & O'Neil Enter- 
prises. —B.B.G. 


Please complete and return the coupon 
below to: 

Seminar Dept., House & Home/Housing 
1221 Avenue of the Americas, 

New York, N.Y. 10020. 

Or you may register by calling (212) 
997-6692. All registrations and fees must 
be received at least two weeks prior to 
the seminar date, and will be confirmed 
by mail. 


Individual registration fee—$775 


Additional fee for wife or husband—$100. 


Registrations may be cancelled without 


Seminar Dept. Name _ 
House & Home/Housing 
1221 Avenue of the Americas Title _ 


charge up to two weeks before the seminar 
date. Cancellations received later than that 
are subject to a $100 service charge 


With your confirmation of registration, you 
will receive a reservation card to be filled 
out and returned to the Newport Beach 
Marriott Hotel. If you want to arrive before 
or stay after the seminar dates, the special 
seminar rate will still apply. 


Reception and cocktails will be held 
Sunday evening starting at 6:00. 
Registrants may check in then, or on 
Monday morning between 8:30 and 9:00. 
Seminar sessions start at 9 a.m. on 
Monday, and 8:30 a.m. on Tuesday and 
Wednesday. The program ends at 4:00 
p.m. on Wednesday. 


An income tax deduction is allowed for 
expense of education (including 
registration fees, travel, meals and lodging) 
undertaken to maintain and improve 
professional skill. 

See Treasury Regulation 1.162-5 Coughlin 
vs. Commissioner 203F .2d 307. 


Additional registrations 
from my company: 


New York, N.Y. 10020 


Please register me in the 
CALIFORNIA MARKETING Address 


Company — 


SCENE field seminar 

checked below: City 
O February 6,7 & 8 
O March 13, 14 & 15 Phone- 


Signature 


l enclose a check for 
O $775 for my own 
registration 
O $100 additional for my 
spouse 
O$ for additional rep- 
resentatives from my 
company 


Name = —— 
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‘Tlomorrow’s . 
truly energy efficient 


Energy-efficiency means conserving energy and 
saving money. That’s important to every family 
building a home today, and that makes it impor- 
tant to you. 

Helping people achieve energy-efficiency in 
their new homes is part of the builder's job. 
People respect your knowledge and listen to your 
advice. So when they're considering appliances, 
tell them about the new breed of energy-efficient 
gas appliances available today. They're up to 50% 
more efficient than the ones offered just five years 


ago, with features like pilotless ignition, better 
insulation and improved heat transfer. 

For the big household jobs—cooking, heating, 
drying clothes and heating water—gas is the most 
efficient energy there is. And people will appre- 
ciate your telling them that, because it means 
they'll be saving money for years to come. 

True energy-efficiency means making the best 
possible use of our energy resources. Today's gas 
appliances do just that. 

To state it simply: 


New gas appliances are good for your economy! 


ama 


GAS APPLIANCE MANUFACTURERS ASSOCIATION 
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JOSHUA FREIWALD, COURTESY AMERICAN PLYWOOD / 


ls there a 
non-res . 
opportunity 
in your 
backyard? 


Chances are there is—especially 
in small (roughly $1 million) 
commercial or light industrial 
projects. Such jobs are generally 
shunned by big commercial 
developers because they’re too 
small to be worth the effort. But 
they’re very much in scale with 
the operation of a typical small- 
to-medium volume homebuilder. 
And they can offer such a 
homebuilder a number of 
advantages: tax shelters against 
for-sale housing profits, a chance 
for equity growth, steady cash 
flow and something to do when 
the housing market goes sour. 
The possible variety of non-res 
opportunity is almost infinite. 
Here and on the next 12 pages 
are six examples that 
homebuilders have tried —and 
profited from. — JUNE R. VOLLMAN 


Colorful shopping center (right) was created by remodeling 
a milk processing plant in San Luis Obispo, Calif. To learn 


more about this offbeat center, turn to page 65. 
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with an R.O.. 
of 20.4% 
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They want it as something to fall back 
on when they no longer build homes or 
when the homebuilding industry eases 
into the doldrums. 

When they started this building 
several years ago, they sought a long- 
term equity position rather than a 
quick profit. So they decided to 
concentrate on prestigious offices that 
would attract both national and local 
companies. 

The builders are Hill Colbert and 
Thomas Pariseleti. They still operate 
the same custom-home businesses they 
ran before teaming up for this venture. 
They had intended to build a small 
office building for themselves. But in 
looking for a site, they found that the 
area had no top-quality office space. 

“Executives for whom we built 
homes had complained about the long 
commute to their Hartford offices,” 


| 
| 
| 
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They built in a program 

for refinancing the project 

Colbert and Pariseleti knew that they 
probably would have to wait for a new 
office location to catch on. So, after 
preparing a feasibility study on the 
basis of immediate rent-up (table facing 
page), they worked out another to 
determine whether they’d be able to 
refinance up to $850,000 if the 
building didn’t attract tenants right 
away. 

The first study incorporated a rental 
rate of $7 per square foot, which 
Colbert says was conservative because 
market rents were increasing above 
that figure. So in the second study, the 
partners upped the rent rate to $8. 

“We found the extra $1 per square 
foot would increase our cash flow by 
$4,000 and our R.O.I. to 23.3%, even 


ia rma Sag 


though expenses and mortgage pay- | 


ments would both be higher,” Colbert 
says. 

That convinced the partners they 
would be able to refinance if they had 
to, so they decided to proceed. 

This long-term planning paid off. 
Initial rent-up was slow, the building 
was refinanced for $850,000, and by 
the time leasing picked up, market 
rates were at $8 per square foot. 

While the partners were building 
the offices and waiting for tenants, 
they also built and sold a 124-unit 
rental project and a 36-unit condo. 

“We put the profits into the office 


building so it would eventually be the | 


equity investment we were looking 
for,” Colbert says. “We also continued 
to build custom homes. That’s how we 
supported ourselves.” 


They chose a site that 
would let them expand 


The partners’ decision to build a spec 
building was based on more than gut 
feelings that they could make a go of 


ate = 
Wooded site (plan right) was master- 
planned so that a maximum number of its 
mature trees would remain when all work 
is completed. Scaffolding for the second 
building, scheduled for completion this 
month, can be seen at right in the photo 
above. Architect: Associated Architects. 


it. They had commissioned a research 
study of the entire Farmington Valley 
area and it showed that growth was on 
the way, Colbert says. 

“So we decided that if our first 
building was successful, we should 
have enough land to expand.” 

The site they chose was in a wooded 
area where they could spot their build- 
ings in a park-like setting and work out 
an intertwined parking arrangement 
(see site plan below). “We didn’t want 
to expand haphazardly, so we decided 
to master plan the whole site right 
from the beginning,” Colbert ex- 
plains. 


They worked with people who 
understood the office market 
The first experts were commercial real 
estate people. “They told us the type of 
space people coming into the area were 
looking for,” Colbert says. “And on 
that basis we decided we'd cater to 
both small and large firms.” 

The second set of experts were 
architects and mechanical engincers 


INITIAL FEASIBILITY STUDY 


who were familiar with office struc- 
tures per se. “We told them what we 
wanted aesthetically; they worked out 
the details,” Colbert says. 

The final expert was a commercial 
leasing agent. Colbert recommends 


| that kind of arrangement for a first 


venture in offices “because a commer- 
cial agent knows which local compa- 
nies are expanding, who is moving into 
an area and the best way to reach 
them.” 

Colbert says one of the most impor- 
tant things the partners learned soon 
after they began this venture was to 
split their duties. 

“When we first started, both of us 
were out in the field discussing every 
detail and accomplishing nothing. 

“So we split the responsibilities. I 
handle financing, leasing and manage- 
ment. Tom (Pariseleti) oversees con- 
struction. 

“No decision is made without both 
of us agreeing. But we don’t interfere 
with each other in dealing with other 
people.” 


TOTAL COSTS $890,333 
Hard costs $710,090 
Soft costs 180,243 
MORTGAGE - 914% - 27 years 750,000 
EQUITY IN PROJECT (cash, builders’ profit, overhead) $140,333 
ANNUAL GROSS INCOME (25,000 sq. ft. @ $7) $175,000 
Less 5% vacancy factor 8,750 
$166,250 
ANNUAL EXPENSES $137,622 
Management, taxes, maintenance, insurance, 
utilities, miscellaneous and reserve $ 61,947 
Mortgage 75,675 
CASH FLOW $ 28,628 


RETURN ON INVESTMENT — Cash flow divided by equity = 20.4% 


NON-RES CONTINUED 


Smaller users’ industrial buildings sel- 
dom look like this warehouse/office. 
They are usually square or rectangu- 
lar, have sterile facades and are built 
to minimum standards with low-cost 
materials. 

This building is L shaped; its stucco 
facade is relieved by deeply recessed 
entrances that are roofed with Spanish 
mission tile; glass is bronze tinted; and 
both walls and roof are insulated. 

These extras, says custom builder 
Gil Tanzer of Phoenix, are the reason 
this spec building was an instant 
money-maker. 

Despite a glut of industrial space, it 
took Tanzer only two weeks to rent his 
new building to a single tenant at rent 
well above the market. 

“The lease throws off a very good 
profit on the building as well as being 
a nice tax shelter,” Tanzer says. 

The lessee is an electronics manu- 
facturer that deals with foreign digni- 
taries. The company was willing to pay 
high rent for an impressive headquar- 
ters that would enhance its marketing 
position. 


Upgraded 
warehouse 
with an R.O.I. 
of 25.9% 


i Pi 


Entrance elevation of warehouse/office faces a landscaped driveway, an “oasis™ in the desert location. 


In the following sections, Tanzer 
discusses his program for building this 
warehouse/office with extras. He also 
tells of mistakes he made. 


In upgraded design, 

key word is livability 

Tanzer had one other non-res project 
under his belt before he started this 
one—a similar building constructed 
for his homebuilder brother. His crite- 
ria for commercial construction are 
the same he uses in his custom home- 
building business, where he limits 
himself to houses that cost $150,000 or 
more. 

“I want to make the buildings 
livable—attractive places to work,” 
Tanzer says. “So I don’t look at non- 
res the way most commercial builders 
do—that is, what is the cheapest, most 
cost-effective way to build?” 

Tanzer admits the market for high- 
quality warehouse/offices is limited. 
“It’s like the auto business. You don’t 
find as many Mercedes as Chevies 
because you couldn't sell them,” he 


| says. 


Less reserve for maintenance and 
operating expenses 
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FINANCIAL ANALYSIS ý } 
TOTAL COSTS $415,400 
Building (including site work) $260,000 : 

Land 60,000 
Tenant improvements 70,000 
Financing (interim and permanent) 14,400 
Soft costs (landscaping, architectural fee, etc.) 11,000 

MORTGAGE - 9% 

CASH IN PROJECT 

ANNUAL GROSS INCOME 

ANNUAL EXPENSES 
Mortgage $ 39,600 
Taxes 8,400 
Utilities 1,200 

CASH FLOW 


RETURN ON INVESTMENT—Cash flow divided by equity = 25.9% 


The type of tenants 
depends on your location 


Tanzer’s building is on a 1.7-acre site 
in Thunderbird Industrial Airpark at 
the Scottsdale (Ariz.) Airport. 

“Industrial buildings, including 
small-user warehouse/offices, must be 
near a major transportation artery — 
rail, road or air,” Tanzer says. “The 
type of transportation determines the 
kind of tenants you'll attract.” 

Tanzer chose the Scottsdale site for 
two reasons: 

@Ajir transportation. “Our building 
is adjacent to an aircraft parking 
ramp, sO executives can taxi right 
up.” 

@Market demand. “A lot of people 
were looking for space at the airpark. 
So it looked like a good spot for a spec 
job.” 

The market was so good when 
Tanzer started that he didn’t try to 
pre-lease until construction was well 
under way. 

“That was one mistake,” he says. 
“When my building came on-stream in 
January 1976, there were over a 


million square feet of vacant industrial 
space in the greater Phoenix area.” 

Tanzer thinks upgraded buildings 
such as his will do well in industrial 
parks located near upper-middle-class 
bedroom communities that are begin- 
ning to sustain their own economic 
support. 

“People first move to bedroom 
communities to get away from busi- 
ness areas,” he says. “Then they 
realize they’re commuting too far and 
start looking for industrial or commer- 
cial space near their homes.” 


Space, if flexible, suits 

a variety of tenants 

Because Tanzer was not pre-leasing, 
he looked closely at the type of space 
occupied at the airpark. Most users 
seemed to need units of 1,200 or 2,400 
square feet. So he developed a design 
module that would accommodate those 
sizes. 

“We also wanted to be flexible 
enough to combine the modules,” he 
says. “So our roof structure spans the 
entire building. It doesn’t depend on 


any interior bearing walls. The only 
interior partitions in our basic building 
were those required for fire-code divi- 
sion.” 

For further flexibility, Tanzer lim- 
ited interior improvements to A/C, 
sprinklers and roughed-in plumbing 
and electrical. So it was easy to 
convert the building to single usage. 

Signing a single tenant has one 
major drawback, Tanzer says. “You're 
pretty well locked into a single-purpose 
building permanently. Removing im- 
provements and converting back to 
multi-tenant use would be expensive.” 

Tanzer anticipated that problem, so 
he worked out a deal for his present 
tenant to buy the building at the end of 
the lease. 

Tanzer had two investing partners 
who put up all cash. His input: time, 
overhead and supervision, for which he 
wasn’t paid. 

That was his second mistake, he 
says. “I would never do it that way 
again. A job like this is totally time 
consuming, and the builder deserves a 
fee.” 


PHOTOS. MARKOW PHOTOGRAPHY 


Component assembly area 
(above) occupies about 60% of 
the building. Note the absence 
of interior partitions, which 
allowed the space to be 
designed as one open area. 


Recessed entrance porches (left) 
are examples of the upgraded 
architectural detailing in the 
building design. Architect: 
Loren A. Dickenson Jr. AIA. 
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Neighborhood 
shopping center 
with an R.O.1. 


Lakes Plaza is the first of several 
neighborhood centers scheduled for 
the Village of Pembroke Lakes, a 
1,600-acre PUD in Pembroke Pines, 
Fla. 

The developer, Pembroke Lakes 


Ltd., had planned to sell the shopping 
center site to a commercial builder. 
But no one could be found who would 
go along with tough, long-term usage 
standards set down by the developer. 

“So we reluctantly took on the job 
of building it ourselves,” says manag- 
ing partner Morton Kalin, “even 
though that kind of work wasn’t our 
ball game.” 

Now that Lakes Plaza is operating 
at a healthy profit, the company has 
reversed its policy on commercial sites. 
“The bottom line looks so good we'll 
probably build the rest of the centers,” 
Kalin says. 

Kalin is no novice at construction: 
His credentials include single-family 
houses, a golf course community and a 
couple of schools. But he knew nothing 
about shopping center construction, so 
he brought in Gerald Higier as a 


of 13.4% 


FINANCIAL ANALYSIS 


TOTAL COSTS 
Building A - 7,800 sq. ft. @ $18 
Building B - 9,600 sq. ft. @ $18 
Building C - 9,600 sq. ft. @ $18 
Land 
Site work 
Financing - 12 months - 9% 
Soft costs (architectural fee, landscaping, per- 
mits, consulting fee) 


MORTGAGE - 912% - 25 years 


consultant. 

Higier is a partner in Webster-Stone 
Inc., which develops small (60,000 to 
100,000-sq.-ft.) centers and acts as a 
consultant to other developers. 

In the following sections Kalin and 
Higier discuss some ways to bring in a 
successful center like this one. 


A pro can be helpful 
from planning to rent-up 


Lakes Center incorporates Higier’s 
expertise on site layout, building and 
store dimensions and the parking 
setup. 

Higier’s expertise smoothed other 
paths for Kalin. The consultant nego- 
tiated the financing and developed a 
leasing format for Kalin’s staff. 

Kalin says that planning a center is 
much like planning an apartment 
project: “Rental builders know what 
mix they need—how many one, two or 
three-bedroom units their market can 
absorb. A shopping center works the 
same way; some merchants require 
15’ X60’ stores; others need shallower 
space. 


EQUITY INVESTMENT 


ANNUAL GROSS INCOME 

Building A @ $6.54 to $8.00 per sq. ft. (bank, 
pharmacy, food store, knit shop, TV sales 
and service, restaurant) 

Building B @ $6 per sq ft. (restaurant, dry 
cleaner, lawn and garden center, beauty par- 
lor, plant store, pediatrician, dentist) 

Building C @ $6 to $7 per sq. ft. (three home- 
builders, doctor, real estate office) 

Covered Parking 

Common area maintenance - 26,500 sq. ft. @ $.20 

Less 5% Vacancy Factor 


ANNUAL EXPENSES 
Taxes 
Insurance 
Utilities 
Repairs and maintenance 
Management and administration 
Mortgage 


NET CASH FLOW BEFORE DEPRECIATION 


RETURN ON INVESTMENT —Cash flow divided by equity = 13.5 (approx.) 


$966,800 
$140,400 
172,800 
172,800 
214,800 
150,000 
46,000 
70,000 

$750,000 

$216,800 

$170,740 
$ 49,580 
56,400 
58,500 
960 
5,300 

$ 8,537 

$162,203 

$132,951 
$ 10,500 
5,400 
3,840 
17,500 
17,075 
78,636 

$ 29,252 


The easiest leases: 

short-term, flat-rate 

Rent rates in large shopping centers 
often include overages—a percentage 
of the retailer's sales. In a small neigh- 
borhood center, short-term leases with 
cost-of-living clauses work out better, 
Higier says. 

“They’re easier to police. You don’t 
have to deal with monthly tenant 
reports or verify what the tenant tells 
you his volume was.” 

All but a few of Lakes Plaza’s leases 
run from one to three years. The 
exceptions: those for tenants who make 
substantial capital investments in their 
stores, hence need time to amortize 
their equipment. 

Rents are fixed for the first two 
years; then a cost-of-living clause takes 
effect. Another clause gives the owner 
an unsubordinated lien on tenant 
improvements if the tenant moves out 
owing rent. Kalin recently made use of 


the clause, taking over carpeting and | 


partitions in $6-per-sq.-ft. space and 
re-renting it at $7 because it’s 
improved. 


SMITH AERIAL SURVEYS & ASSOC 
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Aerial view of Pembroke 
Lakes’ first neighborhood 
center shows how it is buffered 
from both existing houses and 
future residential sites by 
broad landscaped malls. 
Anyone planning a center like 
this within a heavily populated 
area should include an above- 
minimum landscaping 
program, builder Kalin says. 
Otherwise homeowner 
associations may try to kill the 
project. 

Close-up of several stores 
indicates how buildings are 
designed with deep setbacks so 
that shoppers are sheltered 
from hot sun and sudden 
storms that are endemic to 
southern Florida. Note also 


that trees and shrubs are 


spotted at close intervals to 
screen the shops from roads 


and parking areas, Archit: 
Frimet Design Associates, 


Manager of the center 
should have track record 


In Pembroke Lake’s first center, Kalin 
is using a real estate firm that’s one of 
his tenants. The company handles 
leasing and tenant complaints, and it 
checks on maintenance and garbage 
services. 

“If you do the managing yourself, 
you haven’t got time to do your other 
jobs properly,” Kalin explains. 

But Kalin visits the center every 
day. “Someone has to check on the 
checker,” he says. 


Location determines the kind 
of tenants you'll attract 
The shopping-center sites are spotted 
in the Pembroke Lakes master plan, so 
Higier had no hand in site selection for 
Lakes Plaza. But he and Kalin agree 
that a good spot for this type of center 
is either an established area that shows 
no signs of going downhill or an 
emerging area where prospective ten- 
ants know they'll eventually have 
enough customers. 

They also say that the number of 


ca 


people in the market area and their 
income level determine the kind of 
tenant that moves into a center. More 
specifically: 

Some retailers can survive on low 
volume, while others need a lot of 
people. “You won’t get a full-line 
department store where population is 
limited,” Higier says. “But hardware 
stores and dry cleaners, for example, 
know they can draw well from a rela- 
tively small trade area.” 

èlf the income level allows for a 
fairly high proportion of discretionary 
spending, you'll attract tenants who 
operate on higher profit margins. 
“This can make the difference between 
having a discount type center and one 
directed to middle-income, middle- 
class customers,” Higier says. 

Higier and Kalin say that a good 
location draws tenants even before a 
center is under construction. That’s 
what happened at Lakes Plaza. 

“We planned to build our four 
buildings two at a time,” Kalin says. 
“But interest was so great when we 
started that we began the third.” 
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NON-RES conTINUED 


Office building 
with an 

R.O.. 

of 26.2% 
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page) shows, when the building came 


The multi-tenant building was built on 
spec by the North Kansas City (Mo.) 
Development Co., which has 70 years, 
experience in residential and non-res | 
construction. 

As the financial analysis (facing 


on stream in April 1976, the projected 
26.2% return on investment was based 
on a vacancy factor of 5%—a figure 
used traditionally in office building 
feasibility studies. However, all space 
was rented soon after the building 
opened. 

Russell V. Baltis Jr., the company’s 
executive vice president, says one way 
to bring in profitable spec offices is to 
avoid design frills that run up 
construction costs: 

“You can’t afford too many frills at 
today’s market rents.” 


Flexible design is key 
to long-term benefits 


A spec office building usually has an 
economic life of about 50 years, Baltis 


says. And over that long a period there 
will be a lot of tenant turnover, hence a 
lot of space reallocation. Baltis has 
learned that it pays to use movable 
partitions. 

“You'll pay over and over for 
tearing down and putting up walls,” he 
explains. “Partitions are salvageable, 
and they let you make changes quickly 


| with a minimum of mess and discom- 


fort for tenants.” 

While the company keeps architec- 
tural frills to a minimum, it will spend 
money on amenities that can speed 
rent-up and keep the building occu- 
pied. 

The central atrium in this building 
(photo facing page) is an example. 
“Aesthetically, it has been a good 
merchandising tool,” Baltis says. “But 
more importantly, we were able to 
break up some space into interior 
offices that look out on the atrium.” 

The company also believes that 
money spent on above-average land- 
scaping is another good investment. 


Central atrium (right) 


and lush landscaping 
(above) are marketable 
amenities for what 
otherwise is an 
unadorned spec office 
building. The plan at 
left shows how most of 
the rentable space is 
laid out in standard 
23’4” X 32’8” modules 
so that offices can be 
set up to accommodate 
both large and small 
firms. Architect: 
Peckham-Guyton 


Associates, 


“If you skimp,” it’s a sign your project 
is in trouble,” Baltis says. 


Most people prefer 
to work near their homes 


That’s why it pays to build spec offices 
near a good residential suburb, Baltis 
says. 


“The trend for companies to move | 


their offices out of the inner city has a 
lot to do with being close to where the 
boss lives. But it’s also because compa- 
nies can now get competent local 
employees; so many wives have joined 
the labor force. 

Baltis says an office building should 
also be near such support services as 
banks and stationery stores and restau- 
rants. 

“I would never put offices where 
there aren't eating facilities nearby,” 
he warns. 


Tenants want to see 
space before they sign 


North Kansas City Development starts 


a new office building when its previous 
building is 50% rented. 

“Our market is too small to pre- 
lease nonexistent space,” Baltis says. 


| “Tenants want to look over what 


they’re getting and they want a guar- 
anteed occupancy date.” 

The company gets tenants two 
ways— by personal visits and personal- 
ized correspondence. 

“Over the years we've built a long 
referral list, so we do very little 
shotgun mailing, “Baltis says. 

Writing to prospects draws some 


| tenants, Baltis says. “But nothing gets 


results like knocking on doors. 
“Sometimes we make an appoint- 
ment, sometimes we walk in cold. We 
tell our story, leave a brochure, and 
find out when their present leases 
expire.” 
Tenants in this building include 


| insurance companies, U.S. Customs, 


the Wildlife Commission, an architect, 
a computer service and a residential 
real estate broker. 


FINANCIAL ANALYSIS April - 1976 


TOTAL COSTS 


Tenant improvements 

Land 

Landscaping and sodding 
Architectural fee 

Interest during construction 


come through 3/31/76 
Title policy, legal fees, misc. 


MORTGAGE - 9% - 27 years 


NET INVESTMENT IN PROJECT 
(Land at appraisal value) 


@ $6.50) 
Less 5% vacancy factor 


ANNUAL EXPENSES 
Cleaning 
Lighting 
HVAC 
Plumbing 
Atrium 
Repairs and maintenance 
Grounds maintenance 
Taxes 
Insurance 


PE Administration 
CASH FLOW BEFORE DEBT SERVICE 


ANNUAL DEBT SERVICE 
NET CASH FLOW 


Building - 42,382 sq. ft. @ $18.66+ $791,137 


Operating expenses in excess of in- 


ANNUAL GROSS INCOME (35,771 sq. ft. 


RETURN ON INVESTMENT —Cash flow divided by equity 


All leases have rent-adjustment 
clauses based on increases in taxes, 
maintenance costs and utility bills. 
And all spell out exactly what tenant 
improvements are provided—‘‘so 
many doors, lineal feet of partitions, 
electrical and telephone outlets, de- 
pending on the square footage in- 
volved,” Baltis says. 

Office size also determines length of 
lease—usually the smaller the space, 
the shorter the term. 

Rents cover janitorial service, which 
is subbed out. But other management 
duties are handled by Baltis’ company. 
Maintenance, for example, is taken 
care of by the crews that maintain the 
company’s 1,300-odd apartments. 

“Our maintenance vans have wal- 
kie-talkies and beepers,” Baltis says. 
“We can send a repairman out as soon 
as we get a call.” 

There is no on-site management 
office. “You need a couple of hundred 
thousand square feet before you can 
afford that luxury,” Baltis says. 


187,773 
173,151 
8,444 
35,790 
62,758 


NON-RES CONTINUED 


Bare-bones 
warehouse 
with an R.O.. 
of 38.9% 


Small-user warehouse, built of precast concrete, is column-free inside so that space can be divided 


This no-frills warehouse/office is typi- 
cal of thousands around the country. 
They usually earn a steady profit 
because they're relatively inexpensive 
to build, require little maintenance, 
rent quickly and stay full. 

This building was constructed by 
North Kansas City (Mo.) Develop- 
ment Co., the same builder whose 
office building is shown on page 62. 
And as the financial analysis (below) 
shows, the return on investment when 
the building opened was 38.9%. 

One reason for that handsome 
profit, says Executive Vice President 


to specific tenant requirements. Architect: Herman Scharhag. 


FINANCIAL ANALYSIS 
April - 1976 


TOTAL COSTS 
Building - 
19,097 sq. ft. 
@ $10.78 
Tenant improve- 
ments 
Land 
Permanent fi- 
nancing fee 
Legal fees, 
title and 
closing costs 


MORTGAGE - 912% 


EQUITY INVESTMENT 
(Land plus cash) 


ANNUAL GROSS INCOME 
8,497 sq. ft. @ 
$2.57 
10,600 sq. ft. @ 
$2.44 


ANNUAL EXPENSES 
Insurance 
Taxes 
Maintenance 


NET INCOME BEFORE 
DEBT SERVICE F 

ANNUAL DEBT SERVICE 

CASH FLOW 


$205,946 


46,018 
33,191 


2,500 


2,345 


$21,881 


25,845 


RETURN ON INVESTMENT— 
Cash flow ee 
Divided by equity - 38.9% 


Russell V. Baltis Jr., is the lack of 
construction frills. 

“Tve seen a lot of small-user build- 
ings that have expensive storefronts, 
elaborate berming and landscaping to 
hide loading areas. They're priced out 
of the market. Where we get $2.50 a 
sq. ft., they must get $3.50 to $4, 
which is getting close to regular office 
rent.” 

Baltis says these buildings are 
attractive as an investment when you 
can get the kind of cash flow that this 
one returns. 

“But if you want them to be profit- 
able over the long haul, there are a few 
things you should watch for,” he 
warns. 


You have to be cautious 
with tenant improvements 


Even though there’s a ready market 
for this type of building, it’s still a 
speculative venture, Baltis says. 

“So the real test is whether you can 
continue to lease the tenant improve- 
ments you put in initially. If you had 
to demolish them after three or five 
years and redo them, it would be a 
poor investment.” 

To avoid this problem, Baltis’ com- 
pany provides basic tenant improve- 
ments—lavs, carpeting or floor tiles, 


prefinished walls and a suspended | 
| a shopping center.” 


ceiling with fluorescent fixtures. 


| 


“Anything beyond that has to be 
paid for up front by the tenant,” Baltis 
says, “even if he would prefer to amor- 
tize it over the lease. We don’t want to 
use good equity money to finance 
strange or unusual improvements.” 


Build more than one 

building per site 

This building is one of five that the 
company is building on a 12.8-acre 
site. 

“It's better to put up buildings in 
groups because you get better usage 
from your land,” Baltis says. 

“You need a certain amount of 
depth for the building, and space in 
front for parking and truck maneuver- 
ability. So if you can face a couple of 
buildings towards each other, you gain 
the advantage of common maneu- 
vering room for both.” 

Baltis says you're doing well if you 
get 50% land coverage on a small-user 
warehouse site. 

“But of course in many instances 
your coverage ends up at 35% or 40% 
because of code requirements for 
setbacks and density,” he explains. 


Location should permit 
traffic to flow freely 


That eliminates crowded inner-city 
locations—unless a substantial area is 
being redeveloped, Baltis says. 

“But tenants for this type of space 
need to be near good truck and auto 
transportation.” 

Baltis has two other criteria for site 


| selection. 


@Stay away from deteriorating 
communities. “Choose a locale with 
stable city and county tax rates,” he 
says. : 
@Look for land near similar build- 
ings. “Tenants feed on each other in 
these industrial areas,” he says. “So 
you want a certain amount of densi- 
ty.” 

Baltis says it’s hard to identify 
potential tenants for small-user space; 
but typically, they're presently located 
in older downtown lofts. Most of his 
leads come from a two-line classified 
ad that says: Warehouse space for 
small users; 2,000 to 5,000 sq. ft. 
“Prospects just come out of the walls,” 
Baltis says. 

Management problems are virtually 
nil in these buildings. “Outside main- 
tenance is handled by our apartment 
crew,” Baltis says. “Tenants take care 
of everything else. It’s a dream 
compared to managing apartments or 
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Offbeat 

retail center 
with a 
delayed payoff 


| This year the three-year-old center, 
known as The Creamery, will be in the 
black for the first time. And that’s 
right on target 
The owners 
John Korelich 
partner 
would 


homebuilder/designer 
Jr. and his financial 

James Swift—expected it 
take three to get the 
project in the black. Here’s why: 

©The center’s offbeat character. It 
was rebuilt from several 71-year-old 
buildings in San Luis Obispo, Calif 
that used to be a milk processing plant 
“Remodeled buildings have a certain 
amount of charm that new construc- 
tion can’t offer,” Korelich says. “But 
you never can be sure they'll catch 
on 


years 


®The difficulty of designing, financ- 
ing, and remodeling old buildings like 
“We knew from the start we'd 
run into unexpected problems,” Kore- 
lich says 


these 


A remodeling job is harder 

| to plan than a new project 
When Korelich and Swift bought the 
old milk plant they had only a partial 
plan—to turn one building into a 


Mexican restaurant that they would 
own and operate 

Figuring out what to do with the 
rest of the buildings became a real 
problem because the city’s building 
and planning departments kept turning 
down the partners’ proposals 

These included 1) remodeling the 
buildings into a warehouse 2) turning 
parts of them into offices or 3) leveling 
them, then selling the land off for 
money to pay for remodeling the 
restaurant. 

Throughout the dealings with the 
city, building department personnel 
kept saying they didn’t think the old 
buildings could be remodeled to code 
standards 

“That was a big stumbling block,” 
Korelich says. “So when we came up 
with our shopping center plan we | 
studied the code to find out what could 
be done. After a lot of hassling, we 
finally got approval.” 


Banks want their money 
secured on such projects 


Several questions were raised about 
The Creamery. Could the old build- 


Remodeled center includes restaurants, service stores and craft shops like this one which sells handmade household items. 


ings be adapted to new use? Would the 
center catch on? As a consequence, 
Korelich and Swift found they could 
not get traditional interim financing. 
So they financed out of pocket, using 
securities Swift owned to secure a 
bank loan. “The bank insisted on colla- 
teral worth twice the amount of our 
loan,” Korelich says. 

The partners also had trouble 
obtaining permanent financing. The 
bank reneged on a verbal pledge to 
provide a permanent mortgage. Six 
months later an insurance company 
wrote a $440,000 mortage, but that 
didn’t cover the project’s debt struc- 
ture. So the partners used Swift's secu- 
rities again to borrow more money. 


Remodeling costs always 

run higher than expected 
Korelich’s original construction cost 
estimate (including fees and overhead) 
was $150,000 for the Tortilla Flats 
restaurant and $250,000 for the 
balance of the space. The actual total 
was $626,000. 

“You never know what you're 
getting into until you open up an old 
building,” he says. “So it’s difficult to 
predict costs accurately. Subs don’t 
want to bid until they have an idea 
what work is involved.” 

Korelich tried to ease the bidding 
procedure by working out three sets of 
working drawings: 1) existing condi- 
tions, 2) what had to be demolished 
and 3) what the finished product was 
to look like. 

But a lot of costly, unanticipated 
work was needed. This included exten- 
sive rewiring and replumbing, many 
new structural elements and some new 
footings and reinforcing. 

“We spent too much time and effort 
trying to remodel everything,” Kore- 
lich says. “It would have been cheaper 
to tear down sections and rebuild from 
ground up.” 

Korelich’s experience convinced him 
that the feasibility study of a project 
like this must provide for a sizable 
contingency fund. 

“As a rule of thumb, double what- 
ever you think the job will cost,” he 
says. “Then you'll probably be right on 
target.” 


Renting up special projects 
calls for special programs 


From a merchandising standpoint, the 
partners had two things going for them 
at The Creamery. 


First, the site is only a block from 
San Luis Obispo’s main street. So it is 


FINANCIAL ANALYSIS 
TOTAL COSTS $773,000 
Building $464,000 : 
Mexican restaurant - 3,375 sq. ft. $132,000 
Balance - 23,119 sq. ft. 332,000 
Land - 65,635 sq. ft. 125,000 
Former milk plant 90,000 
Parking lot space 35,000 
Miscellaneous 162,000 
Financing fees 22,000 
FINANCING $750,000 
Mortgage - 10% - 25 years $440,000 
Additional financing (securities as collateral) 310,000 


ono" 


CASH FLOW 1975 1976 
Income 
Expenses (in- 
cluding de- 
preciation) 39,665 70,927 
Gross Profit 
Mtge & Taxes 47,699 53,028 
Net Income ($36,198) ($42,523) 


convenient for both local residents and 
tourists. 

Second, a survey showed that there 
was no vacant retail space in the area. 
The remodeled space would be a 
welcome addition. 

Nevertheless, The Creamery’s 
slightly offbeat character convinced 
the partners to plan a special rent-up 
program. 

First, they decided to go for a 
special tenant mix to capitalize on the 
project’s special physical character. 
“We didn’t want a druggist or a bank 
or other typical neighborhood-center 
tenants,” Korelich says. “But we 
didn’t want a pure arts-and-crafts 
center either.” 

Next, they kept initial rents rela- 
tively low by having tenants do much 
of the remodeling themselves. Only a 
basic shell with stud walls, a space 
heater and electric service to each unit 
were provided. 

Finally, they prepared renderings 
and plans, erected attractive signs and 
opened an on-site office so prospects 
could see what was going on. 

“We rented out four months before 
completion,” Korelich says. 

Except for two restaurant tenants, 
all initial leases ran two years and 


Called for flat rents. When they 


expired, tenants were offered three- 
year leases with options to renew up to 


1977 
$51,166 $81,432 $123,600 $140,000 $164,882 $184,667 


PROJECTED 


1978 1979 1980 


42,420 47,500 52,250 57,475 


78,000 
$3,180 $15,640 $32,632 $45,192 


79,000 80,000 82,000 


nine years. These leases include cost- 
of-living. 

“We wanted tenants who had 
invested in the center to recoup some 
of their investment in the first two 
years,” Korelich says. “In the third, we 
wanted to start making money.” 

The restaurant tenants received five- 
year leases with renewal options at the 
start. “We gave them a sweet deal to 
put their major improvements into our 
property,” Korelich explains. 

Korelich and Swift also picked up 
all utility bills during the first two 
years. Now, tenants are supposed to 
pay their prorated shares. 

“To save money up front, we 
installed a master meter,” Korelich 
says. “That was a mistake. We're now 
having arguments about what each 
tenant's fair share is.” 

Korelich says that by trying to save 
money up front, he made other 
mistakes that are causing expensive 
maintenance problems. 

For one, he used residential hard- 
ware and toilets instead of those 
designed for the wear and tear they get 
in commercial property 

For another, he installed sliding 
glass doors as storefronts. “We 
thought tenants would open them in 
good weather,” he says. “But they’re 


not being used much and they're diffi 


cult to secure.” 
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Bright awnings, red brick walks, 
extensive landscaping and stained 
plywood siding contribute to the 
cheerful ambience that pervades 
The Creamery (left). In the multi- 
level Tortilla Flats restaurant 
(above), the original trusses and 

1 X6 roof sheathing have been 
retained. The AC/heating vent was 


not covered for two reasons, the 
builder/designer says: 1) 


construction costs are reduced: 2) 
hearted as eg 
mechanical tems 
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Housing in ’78: 


Another big year 


but... 


The housing boom, which peaked last 
year after a 30-month expansion run, 
still has plenty of steam left. Enough in 
fact to fuel another strong (albeit less 
frenzied) performance in °78. Main 
changes in the market: a slightly slower 
building pace, some decline in single- 
family activity and further gradual 


WHAT THEY'RE CALLING FOR IN 1978 


Multifamily (thousands) 


Total (millions) 


improvement for multis. 

Total private starts should come in at 
1.8 million, with single-family dipping 
to 1.2 or 1.3 million (just below this 
year’s record). Partly offsetting this will 
be 500,000 or 600,000 apartment 
starts. All in all, close to $62 billion 
worth of new construction. 


Albert G. Matamoros 
(Armstrong Cork Co.), vice 


Single family (millions) 


Multifamily (thousands) 


of Savings Assns. 


Of H&H/housing 12/77 


k Ps ge $ 
Walter Heller, professor 


Realtors, meanwhile, expect to sell a 
record 3.7 million existing homes. 
Mobile-home shipments, targeted at 
300,000 units, are also on the upswing. 
By all yardsticks, ‘78 promises to be a 
winner. 

But . . . there’s a catch. The big 
“D” —disintermediation—has once 


again reared its head, and that spells 
trouble for housing. How much? No 
one knows for sure, but the next six 
months should tell. One thing is certain, 
though. Even in the absence of a 1974- 
style, all-out credit crunch, mortgage 
money is going to be scarcer next year. 
And it will cost more. — BILL MULLIGAN 
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The 1978 market: 
A little slower—and 
maybe a lot better 


Coming off two big growth years, 
housing is headed for a cool-off peri- 
od. Which isn’t all that bad. Indeed, 
after last year’s hectic activity, build- 
ers will probably welcome the change. 
Plus, there’s a bonus. The expected 
slowdown should help to ease the 
pressure on materials and labor costs. 

The reduced level of housing pro- 
duction, is, of course, part of a gener- 
al growth slowdown for the overall 
construction industry. 

It's estimated that the value of all 
construction in °78 will be $147 bil- 
lion, a gain of only 8%. Housing’s 
$62-billion share will be up even less, 
just 3%. In fact, reports McGraw-Hill 
Information Systems Co., non-resi- 
dential building—due to grow 15% to 
$38.5 billion—will replace housing as 
the industry pacesetter. 

Although the numbers may be 
down a bit, homebuilders should be 
very busy in '78. Most of the condi- 
tions that supported this year’s strong 
market —i.e., a backlog of unsatisfied 
demand from the last recession, in- 
creases in the primary homebuying 
age group (25-34) and rising family 
incomes—are still present. 

Less certain, though, is the as- 
surance of readily available mortgage 
credit, a crucial ingredient. 

Also propping up the market is a 
new kind of customer: the hedge 
buyer who’s looking for price protec- 
tion against inflation. Leery of the 
sagging stock market and/or too un- 
sophisticated to dabble in gold, many 
investors have turned to housing. 
And, with inflation due to worsen and 
house values appreciating at a fast 
clip, these buyers won’t be going any- 
where for awhile. 

“Builders should do well,” says Mi- 
chael Sumichrast, the National Asso- 
ciation of Home Builders’ top econo- 
mist. “Many firms had record profits 
this year, and that should continue. 
My advice for °78: Don’t get overex- 
tended. Just build what you can see 
ahead.” 

Next year should also bring some 
cost relief for building materials. 
With less production, prices and sup- 
plies of most materials— including 
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lumber (now coming down) and dry- 
wall—are expected to soften. One ex- 
ception is insulation, which will be in 
short supply all year. 

New-home prices, meanwhile, will 
be hiked fairly sharply in the next 
few months to reflect late °77 in- 
creases in materials costs. “Prices 
should settle after that,” says Su- 
michrast. 

The NAHB economist wishes he 
could say the same for existing 
homes. “Resales are overpriced in 
many areas,” he claims, “primarily 
because of tremendous demand. Sell- 
ers think they can get the money, so 
up goes the price. It’s a very disturb- 


HOUSING MIX 1976-78 


1976 Total Starts 


Single-family 
Detached 
Fee-simple townhouses 
Condo townhouse 
Multifamily 
Condo apartments 
Rentals 
1977* Total Starts 
Single Family 
Detached 
Fee-simple townhouses 
Condo townhouses 
Multifamily 
Condo apartments 
Rentals 
1978* Total Starts 
Single Family 
Detached 


Fee-simple townhouses 
Condo townhouses 


Multifamily 
Condo apartments 
Rentals 


ing situation. At least there’s some 
explanation for the rise in new-home 
prices.” 

According to Kenneth Kirin, chief 
economist of the National Realtors 
Association, the average price of °77 
resales rose 10% to $43,900. Prices 
will go up another 10% next year, hit- 
ting $48,000. The latest average price 
for a new home: $54,000 (Septem- 
ber). 

Comments Kirin: “There’s an infla- 
tion psychology working here. People 
expect prices to rise. Demand is 
strong because buyers want to get in 
on the appreciation of a house.” 

In any event, it appears that a 
more normal sales picture is emerg- 
ing. Buyers simply aren't standing in 
line anymore. This is especially true 
in California, where the boom started. 
“We probably sold and delivered a lot 
of houses that should have been 
moved in °78,” says Standard-Pacific 


(000 units) 


Total U.S. 


*Projected. NOTE: Western region includes Alaska and Hawaii 


President Ronald Foell. “Sales have 
slowed in California, so builders 
won’t be starting their second stages 
quite so aggressively. From now on, 
starts will be paced according to ab- 
sorption rates.” 

Many observers are convinced that 
single-family demand, in general, has 
run its course. Richard Bove, research 
director of Wertheim & Co., a New 
York investment banking house, 
makes the case that “something like 
14 million new and existing homes 
have been sold in the last four years. 
You just can’t continue to turn over 
at this pace.” 

But some builders see a silver lin- 
ing in next year’s slowdown. U.S. 
Home Corp., for example, figures it 
can increase its market penetration 
during a downturn. Says Guy Odom, 
the firm’s new president and chief ex- 
ecutive: “Our main advantage in a 
constricting market is that we have 


well-developed land and the expertise 
to convert it to finished lots. Going 
into °78, we have a six-month supply 
of finished lots.” 

Kaufman & Broad’s Chairman Eli 
Broad is optimistic, too. “Even if to- 
tal starts decline by 100,000 units, 
the dollar volume will be greater. Our 
indications are that 78 should be a 
record dollar year for housing.” 

Yet another slant comes from An- 
thony Downs, former chairman of 
Chicago-based Real Estate Research 
Corp. and now a Brookings Institu- 
tion research fellow. He notes that 
many people are cut off from home- 
ownership because so much high- 
quality product is being built. “How- 
ever,” he says, “builders are running 
through the buyers of high-priced 
housing. So we'll probably see the fo- 
cus shift to lower-priced homes. You 
can forget about no-frill units, 
though; people won't buy them.” 


Northeast 


North Central 


A new problem: lots. Builders will 
have to scramble next year to find 
suitable lots. Advance Mortgage 
Corp. of Detroit reports a shortage of 
lots in more than a third of the coun- 
try’s major markets. In many areas, 
subdivision lots are fetching a mini- 
mum of $20,000. The shortage could 
cost 50,000 single-family starts in °78, 
Advance warns. 

Multis recovering. The apartment 
sector, mired in a four-year-old 
slump, shows signs of coming out of 
the doldrums. One of those who like 
multifamily’s prospects is Smith Bar- 
ney Harris Upham & Co., the New 
York investment banking firm. 

Says Vice President Thomas Stiles: 
“It wouldn’t take a large improve- 
ment in the private sector for starts to 
get up to the 600-700,000-unit level. 
Everybody seems to be waiting for 
something dramatic to happen, but 
that’s not in the cards. Instead, 


Source: NAHB Econometric Forecasting Service 
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mortgage rates to rise from 8'4% to 
over 9% next year. 

Fannie Mae, a backstop for home 
mortgaging when private lending 
sources falter, is expected to take a 
bigger share of the market in °78. 
The agency increased its buying ac- 
tivity this year, winding up with total 
mortgage purchases of about $4.8- 
$5.3 billion and commitments of over 
$8 billion. Next year’s purchases 
could reach $7 billion, close to the 
record ($7.1 billion) set in °74. 

Still, as Schwartz points out, FNMA 
can’t make up all of the gap. 

Also slated to play a wider role 
when disintermediation develops are 
the nation’s mortgage bankers. The 
industry, which accounts for 17% of 
all single-family mortgages, figures it 
can grab a bigger share now that FHA 
loan limits have been upped from 
$45,000 to $60,000. 

“Our loan volume was $30 billion 
this year and we should do close to 
$40 billion in "78," says John Wet- 
more, the Mortgage Bankers Associa- 
tion’s top economist. “This bulge will 
put us in good position to take up 
much of the slack caused by reduced 
flows to the thrifts.” 

Wetmore says most of next year’s 
growth will come from heavy sales of 
GNMA mortgage-backed bonds, espe- 
cially to insurance companies and 
pension funds. The industry closed 
$20 billion in FHA/VA loans this year, 
with GNMA securities accounting for 
about 75% of the volume. 

Boding well for the future, too, are 
indications that long-absent insurance 
companies are taking another look at 
conventional single-family mortgages. 
Reason: yields, which will be higher 
next year, are becoming more com- 


petitive with other long-term invest- 
ments. 

Henry Kaufman, general partner 
and resident monetary expert for Sal- 
omon Brothers, the New York invest- 
ment banking partnership, says short- 
term interest rates will rise to 7'2%- 
8'4%, with long-term rates edging up 
to 8%%-9%. From an interest-rate 
standpoint, he adds, housing should 
have “somewhat better staying 
power,” thanks to such tools as vari- 
able-rate mortgages and mortgage- 
backed bonds. 

Housing also faces another po- 
tentially serious problem next year — 
namely, the rapid rise in consumer 
debt. Single-family mortgage debt, 
for example, is now increasing at an 
annual rate of $80 billion, almost 
double the 1975 rate. 

The danger, points out Vice Chair- 
man James J. O'Leary of U.S. Trust 
Co. in New York, is that, if the econ- 
omy slows enough to increase un- 
employment, it could trigger a serious 
rise in borrower delinquencies and 
foreclosures. “And that would be a 
shock to the market,” he says. 


4T T 


O'Leary is betting that disinterme- 
diation will be on us by next summer. 
At its peak, he says, the federal funds 
rate will hit 7'4%-7%4%. In addition, 
the 90-day Treasury bill rate will rise 
to 7'4%-7/s% and the prime rate will 
go to 8'2%-8'4%. (In °74, by compari- 
son, the federal funds rate hit 13⁄4% 
and the 90-day Treasury bill rate 
peaked at 94%). 

“I don’t expect severe disinterme- 
diation,” he says. “However, in the 
face of continuing strong credit de- 
mand, long-term lenders will have 
considerably less money for mort- 
gages.” 

So the outlook is for generally 
tighter and more costly mortgage 
credit in '78. Buying conditions — 
everything from appraisals to income 
requirements —will be tougher. 
Lenders may be saying: “Let's get a 
little more front-end buffer, down 
payments of say 20%-25%, in case the 
bloom is off the rose.” It’s also safe 
to say that lenders, especially those 
who got burned in °74, will pull in 
their horns a lot quicker this time 
around. 


NET INCREASES IN OUTSTANDING MORTGAGE DEBT | 
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The big hangup: Uncertainties 
about next year’s economy 


Henry Kaufman says disintermedia- 
tion will come when the big banks 
have to start financing a lot of busi- 
ness loans for new plant and equip- 
ment. According to his scenario, in- 
creased credit demand from this 
area—when added to the huge money 
needs of housing and government — 
will put tremendous competitive pres- 
sure on the money markets. And 
probably to the detriment of housing. 


Like so many other aspects of the 
economic situation, however, it’s not 
certain when—and if—this surge in 
capital spending will take place. Cor- 
porations will increase their outlays in 
"78, of course, but not at a pace that’s 
strong enough to give the economy a 
sustained forward thrust. 

Latest polls, in fact, indicate that 
businessmen are losing confidence in 
the Carter administration. Much of 


the loss stems from their concerns — 
and uncertainties —about the govern- 
ment’s tax and energy programs. 

Consumers are also wary these 
days, especially about tax reformers’s 
talk of dropping mortgage-interest de- 
ductions. 

Walter Heller, University of Min- 
nesota economics professor and chair- 
man of the Council of Economic Ad- 
visers under Presidents Kennedy and 
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Johnson, doesn’t think there’s much 
to worry about, however. 

“When we attempted to change 
mortgage-interest deductions in the 
early ’60s,” he says, “there was such 
an incredible barrage of criticism that 
Wilbur Mills finally had to back off. 
I think Congress is reluctant to take 
away tax privileges for housing.” 

Summing up the economic outlook, 
economist Milton Friedman of Stan- 
ford University (he left the University 
of Chicago a few months ago) sees 
real GNP growth of 4-5% next year, 
with inflation rising to 7% to 9%. 

“Unemployment,” he says, “will 
become a big factor when the current 
expansion peaks in °78 or "79. The 
Carter energy program, if adopted, 
would be a major setback because it 
would cause the expansion to decline 
in early °78 and result in recession. 
Fortunately, I don’t think the pro- 
gram will be approved.” 

Friedman then throws out this 
zinger: “Everything, however, is sub- 
ject to adjustment to energy, budget- 
ary and monetary policies that are yet 
to be formulated.” 

And °78, it appears, is going to be 
some kind of a year. 


FABIAN BACHRACH 


C ye 
Henry Kaufman 


Milton Friedman 
Confidence in housing Concern over jobs 


An obsolescent 
housing stock? 


Energy-efficient houses will become 
the third major innovation to render 
the nation’s existing housing stock ob- 
solete in the last 50 years, according 
to economist Richard Bove of Wer- 
theim & Co., a New York investment 
house. 

The first, he claims, was the post- 
war Levitt product, “a very beautiful 
little house with a couple of bedrooms 
and baths on one-eighth of an acre. 
Very basic, it provided living space at 
moderate cost with some amenities.” 

Then, in the mid-60s, “we saw the 
California house, designed with more 
amenities and a freer style of life. It 
had cathedral ceilings and lots of 
glass, and it let its owners bring the 
outdoors into the house.” 

Now, the economist feels it’s time 
for the energy-efficient house to make 
its mark, calling it the wave of the fu- 
ture. 

Bove says high and/or rising utility 
costs all over the country virtually as- 
sure that these houses are going to 
have a “staggering” impact on the 
market. 

“I don’t think we'll ever get back to 
a mode of construction where energy 
considerations aren’t in the fore- 
front,” he says. “Not because a law 
was passed, but because of consum- 
ers’ demand for pleasurable esthetics, 
with assurances that their costs won't 
run wild. And that means an energy- 
efficient house.” 


Canada’s forecast: Starts to dip in ’78 


Canada’s ailing economy will turn 
housing downward in 1978, according 
to the Housing and Urban Develop- 
ment Association of Canada. 

For 1977, HUDAC expects between 
240,000 and 250,000 housing starts. 
Next year, the association predicts, 
starts will drop into the 225,000- 
235,000 range. The HUDAC forecast 
includes single-family houses, apart- 
ments and townhouses. 

The drop will come, the organiza- 
tion says, despite an anticipated eco- 
nomic recovery. 

A bright spot. On the plus side, 
Canadian lenders say that plenty of 
mortgage money is available and that 
mortgage interest rates—currently 
ranging between 10%-10.5%—will re- 
main unchanged. 


74 H&H/housing 12/77 


Canadian chartered banks report 
an increase in lending in 1977 and ex- 
pect the trend to continue through 
1978. Life insurance companies ex- 
panded their lending capacity by 60% 
during 1977—with 40% of that 
amount going into multifamily units 
and 60% into duplex units. 

And HUDAC notes that market ab- 
sorption of new housing is currently 
satisfactory, yet inventories of com- 
pleted and unsold dwellings continue 
to rise due to the increased rate of 
new construction. However, HUDAC 
says, if the present demand for single- 
family detached units continues, the 
number of unsold units is expected to 
drop in 1978. 

— WILLIAM CRICHTON 
McGraw-Hill World News, Toronto 


ning 


He asked the pros 


In the fall of 1976, developer Camilo Padreda assembled a team to work on Marbella, a 
48-acre single-family community in southern Miami. Marbella had opened a year 
earlier, only to be shut down by a six-month sewer moratorium. When it finally 
reopened, sales were slow in a fiercely competitive market. 

The new development team—architect Joe Greenberg of Coconut Grove, interior 
designer Karen Butera of San Francisco and marketing consultant Andrew Greenman 
of Hollywood, Fla.—decided that a younger, fresher approach would give Marbella an 
edge over its competitors. Greenberg redesigned the four models, targeting each to a 
specific market segment. Greenman launched an ad campaign with the theme: “We’re 
making home ownership less of a hardship.” And in a final break with the older, 
conservative retirement image evoked by the name Marbella, the project was renamed 
Whistlewood. 

The strategy worked. The new models opened in March, and in the first eight months 
67 were sold—an impressive record in an area where there are five competing projects. 
For a look at the redesign, turn the page. — NATALIE GERARDI 


He asked the public 


Developer Jim Gammon knew that the previous owner of The Settlement Townhouses 
had encountered erratic sales and a high cancellation rate. 

So when he was asked by new owners to take over the project (177 units when built 
out), he decided to ask buyers and almost-buyers what was wrong. 

Gammon interviewed more than 75 people. He learned: 

e Everyone liked the site— 20.4 acres in the Ken-Caryl Ranch PUD near Denver—and 
the recreational package. 

e Nearly everyone liked the traditional architecture (photos, page 80). 

e But many found fault with the four floor plans offered. 

Gammon stood pat with his exteriors. But he made a number of floor-plan changes in 
the project’s second phase to answer the more crucial complaints. 

His new units have moved fast; of the first 25 second-phase homes released in J uly, 23 
have been sold without models. And there is a waiting list for 17 more that go on market 
this month. 


Ht 4 Clever lok at Gammons changes, turn to page 80. — JOEL G. CAHN 
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In all four models, they 
recommended changes 
that would: 

® Make the houses seem 
larger without adding 
space. 

© Improve traffic flow. 

® Set off entries to 
create a sense of arrival. 

© And eliminate side 
windows wherever possible, 
because side yards were 
small. 

The plans at left show 
how this was done in the 
largest model, which was 
intended as a house for 
established families with 
several children. 

In the original plan 
(above), the distance from 
the front door to the living- 
room window made the 
room seem long and nar- 
row. Even the added width 
of the dining area failed 
to create a sense of space, 
for it ended in a blank 
wall, 

Also, traffic to and from 
the family room had to 
cut across the dining and 
living rooms. 

The new plan (below) 
has a sunken living room, 
which defines the living, 
dining and entry areas 
without closing them in. 
The distance from front 
to back is about the same 
in both plans, but the nar- 
rowness was eliminated 
by bringing the patio into 
the house so that visually 
it becomes part of both 
the living and dining 
rooms. 

Other improvements: a 
cathedral ceiling in the 
living room, better window 
placement in secondary 
bedrooms, a compart- 
mented bath in the master 
bedroom with access to 
the patio/pool area, and 
a two-car garage. 

A major sacrifice: the 
family room was made 
smaller and oriented away 


from the patio. 


Originally, this model 

was virtually a dupli- 
cate of plan 1 (opposite), 
the main differences being 
that it was somewhat 
smaller and the kitchen 
was at the front. It was 
redesigned for first-time 
buyers -couples and 
younger, smaller, less af- 
fluent families—and so 
one bedroom was dropped. 

Again, a sunken living 
room is the key to defining 
living/dining/entry areas. 
But this time the house 
has a narrow core with a 
back wall that is virtually 
all glass, including sliders 
in the living room. Thus 
the eye is immediately 
drawn to the patio area, 
which both visually and 
practically expands the 
small (12’ x 16’) living 
room. 

The kitchen, too, has 
been oriented to the back 
of the house. It has also 
been rearranged to allow 
space for a table—a mar- 
keting plus, even though 
counter space and separa- 
tion between range and 
refrigerator were sacrificed. 

Again, closets in the 
front bedrooms were relo- 
cated and the windows 
moved opposite the door- 
ways to give the impression 
of greater space. And 
again, the master bath was 
compartmented and given 
an entrance from the pa- 
tio/pool area. This time, 
however, the doorway is 
in the dressing area and 
a somewhat smaller walk-in 
closet could be retained. 

The opening price of 
the smaller new model was 
$400 lower than the final 
price of the old. Old and 
new prices are not compa- 
rable, however. Hard costs 
had risen about 15% by 
the time the new models 
were built, but interest 
and marketing costs were 
lower. 
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ling and dimingtaoms 
stem like one r x 
i This smaller model 
was redesigned so that 
it could appeal to either 
empty nesters or young 
families. And although 
two entirely new, smaller 
and less expensive models 
were also added for empty 
nesters, this one has been 
the most popular. Its sales 
run second only to plan 1, 
the largest model. 

A convertible secondary 
bedroom is one of the rea- 
sons for this popularity. 
The bedroom is located so 
that it can be a den with 
double doors leading to 
the living room, part of a 
master bedroom suite, or 
i a standard secondary bed- 
wall opposite $ room with a closet and a 
E g MORES i ler doorway to the hall. 

sis To create this bedroom, 
the bathrooms had to be 
moved to the front of the 
house, sacrificing the entry 
to the patio/pool area. To 
compensate, the master 
ORIGINAL PLAN bedroom was given sliders. 
ae 39.Fr As in model 2, the house 
FIN. ae ae was designed with a narrow 
core and a sunken living 
room, creating more ap- 
sliders to patio parent space while defining 
~ ama pool aga the separate living areas. 
1 The kitchen was rede- 
signed to allow space for 
a pantry and a table, again 
at the sacrifice of counter 
space and appliance place- 
ment. A big improvement: 
It opens onto an entry 
courtyard that is private 
enough to serve as a break- 
fast area. This feature, 
which has great appeal to 
buyers, was added at no 
extra cost simply by turn- 
ing the garage at right 
angles to the house. 
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Dining room (above) in 
plan 3 (opposite) was 
decorated in a 
contemporary style with 
young, first-time buyers 
in mind. Rooms were 
kept simple and 
uncluttered to 
emphasize the feeling of 
space, and built-ins 
such as the cabinets and 
shelves shown above 
were used to give 
prospective buyers ideas 
they might copy. At the 
same time, the 
decorators took care to 
use furnishings that 
would be affordable so 


that prospective buyers 
would not feel the 


homes were beyond 
their means 


Garden home (righ 
shows how the small 
living room of plan 2 

is opened up by 

the large windows and 
the raised dining area 
It was decorated to 
emphasize the nearness 
of the patio area, which 
in the Miami climate 
will be attractive and 
livable most of the year 


BUCK BALLAS 


New exterior look was achieved with wood 
trim, which offers some contrast to stucco 
Elevations were kept simple and horizontal 
lines were emphasized to make the houses 
feel larger and wider than 60 ft. Shown 
above is plan 1. 


Traditional architectural style is seen in clapboard 
siding, steep-pitched roofs, dormers, covered porches 
and picket fences of townhouse grouping pictured 
here. Strong appeal of exteriors enabled builder 

to sell out partially-completed, 60-unit first phase 
without any floor-plan changes (tighter qualifying, 
fewer options and a more realistic delivery schedule 
also helped). Rear-view photo at right shows walk-out 
basement designed for downhill siting. Architect: 

Lee & Klages. 


Total redesign resulted \ inna ESA 
from serious objections ree geo» — and 
to this four-bedroom plan | — 


(right). The two major 
complaints: insufficient 
living area for families 
seeking four bedrooms, 
and difficulty in furnishing 
an awkwardly contoured 
living room. 

The redesigned layout 
(below right) eliminates one 
bedroom and enlarges the 
other three. The relocated 
master bedroom now occu- 
pies space formerly taken 
by two bedrooms; the re- 
arranged master bath is 
now 50% bigger and more 
rectangular to accommo- 
date extra cabinets. 

Additional bedroom 
space is gained by elimi- 
nating the former window 
seats. “Buyers felt they 
took up too much room,” 
says Gammon, “and they 
also interfered with the 
heating ducts.” Switching 
from louvered to sliding 
doors in bedroom closets 
improves pass-by traffic. 

Downstairs, kitchen and 
dining room have been 
reversed, with the kitchen 
now more conveniently 
located between two eating 
areas. The new dining 
room is more private. 

The former pantry, 
which backed into the 
living room and caused 
the furnishing problem, is 
now gone. So is a badly 
placed clothes closet that 
had separated the powder 
room and the garage wall. 

Other changes: 

© The entry is widened 
by turning the stairs; open 
bannisters give the impres- 
sion of more space. 

© The utility room is 
moved from the basement 
to the second floor because 
buyers want an off-bed- 
room location. 

© New windows in the 
upstairs secondary bath 
and stairwell offer more 
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1787 SQ.FT 
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He asked the public 


QRIGINAL PLAN 


A new second-floor 

loft is the principal 
change in this former one- 
story plan (left). Finishing 
off the 814-sq.-ft. attic 
space was initially offered 
as an option; so many 
buyers wanted it that Gam- 
mon made it part of his 
standard package. 

“Bigger-than-expected 
families were buying the 
unit,” he says, “and they 
needed the fourth bedroom 
and the playroom.” 

In the redesigned plan 
(below left), the kitchen 
and nook locations are 
switched to position the 
kitchen on a double-win- 
dowed wall. The change 
sacrifices some dining-room 
privacy because of the 
doorway needed for the 
new nook. 

Extra master-suite closet 
space is provided by reduc- 
ing the size of the dressing 
room. Sliding doors replace 
louvers in bedroom closets 
to ease pass-by traffic. 

Other changes: 

© The stairway is turned 
and open bannisters are 
used to add real and per- 
ceived space to the entry. 

© The master bedroom 
door now faces the living 
room instead of the base- 
ment stairs to facilitate 
traffic flow to both areas. 


Here’s a typical cost 
breakdown for the plan 
on the facing page: 


Land & interest .......... $3,700 
Site improvements........ 4,500 


Financing 
Closing costs (includes 
commissions)............ 


An unworkable master 
was the prime 

objection to this three- 
bedroom plan (right). The 
main culprit: an oversized 
shower that buyers said 
took too much room at 
the expense of needed shelf 
space. 

In the redesigned plan 
(below right), a standard 
shower allows for more 
cabinets and a bigger linen 
closet. It also leaves room 
for a new walk-in closet 
in the master bedroom. 

As in the plan on page 
81, Gammon has moved 
the utility room from the 
basement to the second 
floor. But here, he has 
sacrificed a walk-in closet 
in a secondary bedroom 
to get the necessary space. 

“It was a good trade- 
off,” he says, “because 
that closet was too large 
in the first place. Buyers 
told us they didn’t need 
all that room.” 

Downstairs, the living 
room— already vaulted—is 
now sunken to create more 
of an impression of size. 

A new railing between 
living and dining rooms 


emphasizes room definition. 


Other changes: 

© The downstairs powder 
room has been enlarged 
by cutting back a clothes 
closet. 

© As in the other plans, 
bedroom window seats are 
eliminated, sliding doors 
replace louvers in closets, 
and open stairway bannis- 
ters are used to add real 
or perceived space. 

Not shown on these 
pages is the 1,312-sq.-ft. 
fourth plan (priced at 
$49,950) because its design 
changes are minimal. 
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heres why 


Renting rather than selling townhouses provides a tax 
shelter for Techbilt Construction Corp. of San Diego. 
And it lets this building company take advantage of 
future appreciation 

What’s more, townhouses command premium rents 
particularly when the local rental market is strong and 
the project is well located. And that is the case with Two 
Parks, a complex of 145 units in north San Diego. 

Rents are about 10% higher than the area average. 
(They range from $285 to $475 for 875 to 1,637 sq. ft.) 
Even so, tenants signed up at the rate of 14 a week when 
the projects 59-unit final phase opened in early 
August. 

The fast rent-up at higher-than-average rates helped 
produce a net rate of return that’s “better than 9%,” 
according to a Techbilt spokesman who prefers not to be 
quoted. 

What’s behind this success story in a period when 
most apartment builders proceed cautiously? 

A pent-up demand. Techbilt’s spokesman explains that 
interest rates in the 10% to 10!2% range and local no- 
growth policies had discouraged apartment builders a 
couple of years ago. There’s more money now—Tech- 
bilt’s own borrowing is at less than 10%—but the 
apartment shortage is only beginning to ease. 

While interest rates for builders have been dropping, 
prices of single-family houses have been going up. Many 
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Back-to-back townhouses (above) are 
in groups of four to eight. At 1,356 
sq. ft., they're one of the faster- 
renting units. Large, 1,637-sq.-ft. 
townhouses appear in the photo at 
left. They're side-by-side in twos, 
threes or fours. The units feature 
enclosed entry courts with storage 
space, and are entered from 
landscaped walkways. Since most 
townhouses are double-loaded, there 
are few rear elevations. 


Irregular 11-acre site (plan below) 
fronts a busy street, but most of 145 
units are shielded from traffic by ring 
of flats (hatched in plan) and a 
driveway. Some units include garages 
(see plans, next page); other tenants 
park in spaces beneath flats. 
Driveway curves to break up 
monotony of row of facades. 
Architect: Richardson, Nagy, Martin 
of Newport Beach, Calif. Landscape 
architect: POD Inc., Orange, Calif. 
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1,637-sq.-ft. townhouse i 
(plan left, photo below) 
has garage but has 
rented more slowly than 
917-sq.-ft. unit (plan 
above). Twenty-eight of 
larger were built; 50 of 
smaller. 


1,356-sq.-ft. townhouse 
(plan top, photo previous 
page) has wraparound 
front patio and 
den/bedroom option 
Project includes 38 of 
them, and 29 flats with 
875 sq. ft. (plan above). 
Flats are built above 
garages. 


Volume ceiling in living 
room (left) is typical of 
townhouse interiors. 
Model was decorated by 
Apartment Living, San 
Diego. 
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Two Parks renters are young working coupl¢ 
who can’t afford to buy. (The other majq 
group is older move-downs.) 

“We anticipated this demand when T 
Parks was in the conceptual stage,” says th 
company’s spokesman, “and it was a factor i 
our decision to build a rental project ratha 
than the condo we originally envisioned.” 

A prime location. Two Parks is close t 
recreation and shopping, and it’s only a stone’ 
throw from a freeway. In fact, its name derive 
from its proximity to a 22-acre recreationa 
park and a 354-acre nature sanctuary. 

Further, most other housing in the area i 
medium- to high-priced single-family, so thg 
neighborhood lends itself to a high-ren 
market. 


Unlike an apartment. Even with 13. 
dwelling units per acre, there’s plenty of 
privacy at Two Parks. 

A row of flats above garages buffers mos 
townhouses from the heavily travelled road o 
which the project is located. Moreover, ever 
unit is oriented to the project’s parklike core, 
where there are heavily landscaped walkways 
and fountains (see photo previous page). 
Hundreds of eucalyptus trees, sycamores and 
liquidambars were added by landscape archi- 
tect POD Inc. of Orange, Calif. 

The units themselves offer more privacy than 
conventional rental apartments. “Tenants espe- 
cially like the fact that they don’t have to live 
above or below anyone else,” the spokesman 
says. 

There's an enclosed outdoor area for every 
unit, and the largest has both a walled ground- 
floor patio and a second-floor deck (see plan top 
left). 

Inside, volume ceilings give a feeling of light 
and space to the townhouses (see photo left). 

Fireplaces in the two largest plans, indi- 
vidual laundry rooms and enclosed garages are 
other features usually found only in for-saie 
housing. 

While renters like the single-family atmo- 
sphere at Two Parks, the builder benefits from 
the fact that it’s a rental project. Specifically: 

It's a tax shelter. This was a big incentive for 
Techbilt. In fact, its spokesman gives tax 
advantages first priority in explaining why the 
company decided to go into rentals. (In the 
past, Techbilt has concentrated on for-sale 
housing, and it is currently building $100,000- 
plus single-family houses in La Jolla, Calif. and 
Santa Fe, N.M.) 

It’s an investment. Appreciation is not a sure 
thing, but, the spokesman says, “In San Diego, 
real estate in good neighborhoods has consist- 
ently increased in value.” 

It’s ideal for conversion. Because of the for- 
sale style of Two Parks, the townhouses and 
flats should sell well. So Techbilt has the 
flexibility to change its plans if renting 
becomes unprofitable. 


— BARBARA BEHRENS GERS 


Raynor’s reputation for dependability 


The heart of a dependable, 
long-lasting sectional overhead 
type door is the spring. That's 
why at Raynor we don't rely on 
anyone else's spring to open 
and close our doors. Instead, 
we custom engineer, specify 
. for each and every door 


and wind our own 
we build. And we do it all right in our own plant. 


comes from doing things better 
„like making our own springs! 


It's this extra concern for quality that’s made 
Raynor the brand you can depend on for resi- 
dential, commercial and industrial doors made 
of wood, aluminum, fiberglass or steel 

Call us for more specifics. 

815/288-1431. Or write Raynor Manufacturing 
Company, Dept. HH, Dixon, IL 61021. for the 
name of the Raynor factory-trained 
distributor/installer near you 


Circle 87 on reader service card 
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Large living room (above) 
furnished in a rustic 
Mediterranean style, features 
12°” square ceramic paver 
tiles. Use of the large squares 
gives an open room a more 
intimate look 


Country dining room (right 
shows oversized 8’’ x 16°” 
rectangular tiles laid in a 
traditional running course. 
These glazed tiles are easy to 
maintain. 


Ceramic tile pavers 
provide a custom look 


Used indoors and out for commercial or residential applications, 
“Normandie” ceramic tile pavers have a unique appearance in each 
installation. Natural variations in tone, coloring and surface textures 
as well as a range of conventional and extra large sizes permit 
design versatility. Some styles in the line are offered in 10” x 20” 
rectangles and 12” squares. 

Produced from high quality clays fired in open flame kilns, 
“Normandie” is a functional tile capable of enduring heavy traffic and 
extreme moisture and temperature changes. The hardness and 
abrasion resistance reduce maintenance. 

The pavers come in two types—glazed and non-glazed. Two non- 
glazed designs —“Rustic blend,” a dark version, and “Bronze blend,” 
a lighter red-brown shade—are especially suitable for interior 
commercial use and all outdoor applications. They have been 
successfully installed where temperatures drop as low as -30°C. Two 
glazed designs also are available. “Satin blend” has a sandy-colored 
cast, and “Chablis” is a light shade highlighted with white. The 
glazed tiles, which can be used in vertical applications, need no 
waxing, sealing or polishing. Metropolitan Ceramics, Canton, Ohio. 
Circle 275 on reader service card. 
ieee 8 


Contemporary kitchen (above 
left) is visually enlarged by 
installing the 8°’ x 16°’ 
rectangles in a straight course. 
The resulting geometric 
pattern has an up-to-date 
appearance. 


Modern den (above) is accented 
by rough-textured non-glazed 
12°” squares. Contrasting 
grout color adds to symmetry 
of the floor. 


Outdoor courtyard (left) is 
paved in 4’’ x9’" non-glazed 
tiles that blend with the brick 
wall surround. Heavy-duty 
tiles endure harsh weather 
conditions. 
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Versatile cabinetry,“Windchime” (above), features a rich brown finish on deeply sculpted 
oak with caneweave accents. Drawer and door pulls are in antique brass. Options include 
extra-wide-and-deep utensil drawer for pots and pans, a metal-lined bread drawer, stacked 
roller-mounted trays and a lazy susan unit. Brammer, Davenport, IA. Circle 200 on reader 


service card 
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Coal/wood burning range,“Innsbruck”™ 
(left), features safe, cool external surfaces. 
Advanced air-tight double-draft system 
provides fast warm-up and fuel economy. 
Imported unit, available in white, brown or 
avocado, is of enamel cast iron and steel 
parts. Old Country, Vacaville, CA. Circle 
201 on reader service card 


Energy-saving built-in dishwasher (below 
left)) cleans up to 12 place settings at a 
time. Top rack adjusts to 16 positions and 
silverware basket has small items compart- 
ment (below). Seven pushbuttons and a 
timer control provide 18 different cycle 
selections. White-Westinghouse, Pitts- 
burgh, PA. Circle 202 on reader service card 


Traditionally-styled cabinetry, “Gentry” 
(above), features solid wood raised panel 
construction. Units have self-closing hinges. 
Home-Crest, Goshen, IN. Circle 203 on 
reader service card 


Commercial washer and dryers (above) 
feature a variable coin slide that is adjust- 
able to meet different price requirements of 
individual equipment owners. The coin 
slides are adjustable to accept 22 prices, 
from 5 cents to $1.10. The space-conserving 
dryer will dry two single-loads of clothes. 
Maytag, Newton, IA. Circle 204 on reader 
service card 


Cooking center (above) has a 
microwave upper oven and self- 
cleaning conventional lower 
oven. Microwave unit offers 
three power levels, and a 60- 
minute timer. G.E., Louisville, 
KY. Circle 205 on reader service 
card 


“Kitchen Mixer” faucet (left) is 

featured with hand spray. The 

swan-shaped swivel spout pro- n 

vides easy basin access and “All-A-Round Protection” coin vault (above) is for use on commer- 
gives extra room for handling cial washers and dryers. The unit can hold up to 40% more money 
large pots and pans. Grohe, Elk than square-cornered conventional boxes. Coin chute and vault lock 
Grove Village, IL. Circle 206.0n are of welded multi-layered steel. Whirlpool, Benton Harbor, MI 
reader service card Circle 208 on reader service card 


| Double-bow! sink (above) fea- 
tures 7’’-deep and 10’’-deep 
basins. Made of 18-gauge stain- 
less steel, it is available in satin 
finish. Self-rimming sink mea- 
sures 33’’ X22’’. Royal Sink, 
Addison, IL. Circle 209 on 
reader service card 


“Aqua-Pure Water Filter” (left) 
removes dirt, sand, bad tastes 


j á and odors from household 
Pantry cabinet (above) offers maximum storage in minimum space F water systems. Unit can be 


The 84’’-high unit, divided into two main sections, is available in £ installed easily underneath the 
18 or 24-inch models. Spacing between shelves is adjustable. Long , Bi, kitchen sink. AMF Cuno, Mer- 
Bell, International Paper, Portland, OR. Circle 207 on reader service m i iden, CT. Circle 210 on reader 
card : sii service card 
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Magnetic 
Weatherstripping 
grips like a 


refrigerator Rigid Insulating 


Core stops heat 
transfer—in or out 


Totally Engineered Package 
Door, frame, threshold and complete 
weathersealing to provide high 

R Factor of 14.5 that keeps heat 


in—or out. 


Flexible Corner Pads 
block out rain, wind and snow. 


Adjustable 
Sweep 
Bottom 
Seal 


Fyost-Break 
Heavy Duty 
Aluminum Threshold 


Sell Benchmark’s pre-hung, ready- 
to-install door systems to e 


new construction and Ei 


replacement markets. It’s 

the door way to profits. i 

Ask for details and sales aids. 

Contact Mort Miller, Sales Manager. 
‘Benchmark, 


GENERAL PRODUCTS 
COMPANY, INC. 


PO. Box 887S* Fredericksburg, VA 22401 


Phone 703/371-5700 


ere 


Circle 92 on reader service card 


There Are 3 ways 
to deal with . 


1. You can just 

throw it out, the 
good with the 
bad, without 
reading it. 

But when you do, 
you could be miss- 
ing out on some 
pleasant surprises. .. 


sweepstakes offers, or valuable free gifts. 
And chances are that most of your adver- 
tising comes directly from manufacturers, 
publishers, or retailers you've long trusted, 
who offer you top-brand products, many 
times with free-trial offers and money-back 
guarantees that you don’t often get in 
stores. 
2. Or you can mail the coupon 
below and get taken off 
many mailing lists. 
You can stop most ad- 
vertising mail from ever 
reaching your mail- 
box simply by mailing 
the coupon below 
(check the box 
marked “Name - Removal”). 
The Direct Mail 
Marketing Association, which 
represents 1700 companies who advertise 
and sell by mail, has set up a Mail 
Preference Service for your convenience. 
Send in the coupon, and we'll promptly 
mail you a simple form. When it’s com- 
pleted and returned, the companies par- 
ticipating in this program will remove your 
name from their mailing lists. Within 90 
days, you'll notice what will become a 
substantial reduction in the amount of 
advertising mail in your mailbox. There’s 
no way we can stop all advertising mail 
from reaching you—but we will do our 
best. Participating companies are glad to 
extend this courtesy. 


3. Or you may 
decide for yourself 
which mail to | 
read, which 
offers to accept. 
Shopping by mail is 
like being in a big 
department store 
= with many items 
4 on display. Some 
you pass by quickly, some look more 
interesting, so you stop to look and per- 
haps to buy—but the choice is always 
yours. You may even want to receive more 
mail about certain hobbies or interests of 
yours. The Mail Preference Service can 
help you get more mail in areas from 
cooking and gardening to books, travel, 
sports, and many others. Simply check 
the box marked “Add-On” below, and 
soon, you can begin taking even greater 
advantage of the extra opportunities you 


find only in mail advertising. 


go s, 
n RAN 
Direct Mail/Marketing Association 3 
6 East 43rd St. N.Y., N.Y. 10017  ẹ\ Ma /3| 


O I want to receive more mail on Part 
my favorite interests or hobbies. ean | 
Please send me a Add-On Form. | 


I want to receive less advertising mail. Please | 
send me a Name-Removal Form. 


| 

Name | 
Address = k: | 
Se pci | 


Classified 
Advertising 


The market-place of housing. 


SELLING OPPORTUNITIES 
AVAILABLE 


REGIONAL SALES MGRS. 


We offer a complete line of pre-bilt modulars. 
panelized components and custom houses 
apts, condos and town houses in lowa and all 
surrounding states. Top earnings for an 
experienced pro. Bob Sandier, Pres., Sandler- 
Prebilt Homes, 5390 2nd Ave., Des Moines, 
IA 50313. 


PROPERTY 
MANAGER 


Noted Philadelphia investment realty company 
(division of NYSE Corp.) offers an attractive 
career opportunity. Qualified candidate must be 
experienced in all facets of marketing, rentals. 
tenant relations, maintenance and construction 
Manage all operations related to garden apart 
ments, mobile home parks and associated 
recreational club facilities. Excellent compensa 
tion and benefits. Please forward resume 
(including salary history) to: 


P-5913, House & Home 


Class. Adv. Dept., P.O. Box 900 
N.Y.. N.Y. 10020 
Equal Opportunity Emplover 


POSITIONS WANTED 


Residential Development Executive. Proven 
success in zoning, land development, finance, 
marketing and management. MBA 12 years 
experience. Top references and profit record. 
For details write Box PW 6090 House & Home. 


BROCHURE 


Solar House Plans and blueprints for builders. 
$2 for brochure. Spectrum Designs, P.O. Box 
3893, Central Station, Hartford, CT 06103. 


to answer 
BOX NUMBER 
advertisements in 


HOUSING 


Address your reply to the box number 
given in the advertisement and add 


Classified Adv. Dept. 

HOUSING 

P.O. Box 900 

New York City, N.Y. 10020 
Please include in your reply only material 
that will fit into a regular business en 
velope 


13th Edition 
Over 450 Pages 


Size 8%" x11” 
Tax-Deductible 


14 USEFUL FACTS ABOUT 
1400 MAJOR HOMEBUILDERS 


Name and Address 
Telephone Number 
Key Executives 
Operating Areas 
Construction Methods 
Housing Record 
Nonresidential Building 
Remodeling Activity 
Property Management 
Performance Record 
Prices and Rents 
Money Requirements 
Land Requirements 
Government Housing 


AVAILABLE IN NATIONAL 
AND 4 REGIONAL EDITIONS 


Northeast South Midwest 


Maine 


West 
Alaska 
Hawaii 
Cal 
Wash 
Oreg 
Idaho 
Nev 
Utah 
Ariz 
Mont 
Wyo. 
Colo 


Texas Ohio 


TO HELP YOUR DEALERS 


DISTRIBUTORS & SALESMEN 


Buy the book that helps you sell 


an $48-BILLION HOUSING MARKET 
with all-new data on 3,000 key executives 


in 1400 major homebuilding firms operating 
at more than 1,000 locations in all 50 states 


The Blue Book of Major Homebuilders tells you who they are, where they are, what 
they do—and how they're planning for $18,000,000,000 in revenues from their 
housing production, housing sales, housing rentals, nonresidential projects, re- 
modeling work and property management. 

The Blue Book gives you all-new intelligence on the nation's most active builders in 
the fast-changing residential market. More than 600 new executives and 400 new 
firms are included in 450 pages of comprehensive research bringing you up-to-date 
on the major homebuilders who build in volume and buy in bulk. 


5 New Features in the 1978 Blue Book 
The 1978 Blue Book offers five new features with new data on: 

1) Property Management: Firms managing residential and commercial prop- 
erties requiring upkeep, maintenance and repair on a continuing basis. 

2) Remodeling: Firms engaged in remodeling, renovation and rehabilitation of 
the nation’s building stock. 

3) Housing Starts: A statistical perspective on single-family and multi-family 
housing starts over a 20-year period. 

4) Housing Data: Sources of government and private housing data available 
for appraising market trends. 

5) Housing Measures: Useful information on the Typical House, including 
prices. . .number of bedrooms and baths. . .square feet of roofing, wall space 
. . .equipment. . .and other market measures per million new units, and for 
the nation’s stock of occupied dwellings over ten years old. 


Best Way to Serve Your Best Prospects 
Give your management, merchandising, marketing, advertising, research, public 
relations, sales and distribution people the only workbook that tells them all they 
need to know to best serve your best possible customers, clients and prospects. 
The Blue Book makes it easy to call up, call on or write to the major builders and 
buyers who need building products, materials, services, equipment, money, land 
and ideas for planning, building, managing and remodeling their projects. 


Just One New Customer Can Pay For Your BLUE BOOK Many Times Over! 


ee ee ae ee ee ee 


Yes! 


D Billme 
Payment enclosed to save postage & shipping charge 

PUBLICATION DATE: JANUARY, 1978 

Enclosed is my check (or money order) for $. = 

payable to CMR Associates, Inc. (Book(s) to be shipped 


prepaid with guarantee of full satisfaction or 15-day full 
refund privilege on return of Blue Book of Major Home- 


SHIP 1978 BLUE BOOK 
AS INDICATED BELOW 


O Bill firm 


THE BLUE BOOK OF MAJOR HOMEBUILDERS 
CONSTRUCTION MARKETING RESEARCH ASSOCIATES, INC. 


1559 ETON WAY © CROFTON, MD. 21114 


National Edition (no. of copies 
C Northeast Edition (No. of copies 
O Midwest Edition (No. of copies 
© South Edition (No. of copies ) $34.50 
O West Edition (No. of copies ) $34.50 


* Special Pre-publication Price of $87.50 on 
Orders Received Before December 31, 1977 


Please Check One 
O Builder 


) $94.50 * 
) $34.50 
) $34.50 


Title O Architect 


O Manufacturer Subcontractor 


CO Ad Agency/ 
Consultant o 


Realty 
Commercial/ 


O Finance 
O Library 


Industrial 
Government 


O Dealer/ 
Distributor 


Other 


I 
I 
[i 
I 
i 
i 
i 
4 
I 
builders. 
I 
l 
I 
I 
I 
l 
I 
I 


Circle 95 on reader service card 


Zip 


A Tax-Deductible Business Expense HH 12/77 
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RIORS 


ra 
s 


XTE 


Solar-powered drain (above) 
provides low-cost, low-mainte- 
nance roof drainage. The com- 
pact 20-Ib. unit pumps up to '⁄2 
gal. of water per minute from 
the roof. B. F. Goodrich, 
Akron, OH. Circle 211 on reader 
service card 


Insulated aluminum siding (left) 
reduces heat loss. It comes in 
acrylic or vinyl finishes in a 
range of colors. Reynolds, New 
York City. Circle 212 on reader 
service card 


Cement base roof coat- 
ing, “Thorotherm™ (above), pro- 
tects against the elements, adds 
fire resistance and decreases 
heat loss. The coating is easy to 
repair and maintain. Standard 
Dry Wall, Miami, FL. Circle 
214 on reader service card 


Insulated wall and soffit system 
(right) can be applied to many 
types of materials. System has 
2’’ of rigid insulation. Fine- 
stone, Detroit, MI. Circle 215 
on reader service card 


Battens and decking (above) in natural stone-on-plywood are both Roughsawn two-tone hardboard siding,“Forestex” (above), is avail- 
available in several colors and aggregate sizes. Maintenance-free able in “Coffee-tone,” a brown grain accent color over a light 
material is easy to install. Standard sizes are 4X8, 4X10 and mocha tan base color. Simulated-cedar siding comes in 4 X 8 sheets. 
4X12. Five-foot widths can be ordered. Sanspray, Santa Clara, Five other colors are also offered. Forest Fiber, Forest Grove, OR. 
CA. Circle 213 on reader service card Circle 216 on reader service card 
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Slim clay “Mini-Bricks” (above) 
can be used in fascia or paver 
applications. The lightweight 
i6" -thick bricks come in two 
sizes and a wide range of colors 
and glazes. Pacific Clay, Santa 
Fe Springs, CA. Circle 218 on 
reader service card 


Snap-on siding corner post 
(right) eliminates extensive re- 
pair jobs. Consisting of a base 
and exterior cap, the post is 
easy to install or replace. Alcan, 
Warren, IN. Circle 217 on 
reader Service card 


Solid vinyl gutter and downspout systems (above) are virtually 
maintenance-free. They cannot peel, blister, corrode, dent or stain 
All components are double the thickness of ordinary metal units. 
Easy-to-intall gutters are available in 5’’ width and in 10’, 16’, 
21’ and 32’ lengths. Bird & Son, East Walpole, MA. Circle 219 on 
reader service card 


Contour T-Lok® solid vinyl siding (above) provides insulation against 
heat and cold. Available in several styles and colors, siding is 
maintenance-free and will not scratch or dent. Siding with integral 
color never needs painting or touch-ups. Pollution and salt spray 
cannot harm it. Mastic, South Bend, IN. Circle 220 on reader service 
card 


board. Available in 4X8 or 4X9 panels, siding comes in prestained 
brown or green as well as primed or unprimed. Masonite, Chicago. 
Circle 221 on reader service card 


LEDS © DiE ROP ORS r SAMRAT See on 
; i Saws Mimin m 
—_ 


Simulated masonry facade (above) is for use over an all-weather 
wood foundation. Interlocking, pre-mortared brick and stone panels 
can be applied directly over plywood sheathing. Crushed stone 
provides a realistic look and texture and fiber glass adds strength 
and durability, Marlite, Dover, OH. Circle 222 on reader service 
card 
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TOOLS/EQUIPMENT 


High-lift (above), with a hydraulically extending boom, is suitable 
for use on rough terrain. Unit has a maximum lifting capacity of 


6,000 Ibs. and a maximum working load of 2,150 lbs. The 
telescopic, self-leveling boom can reach out 20’10’’. Pettibone, 
Chicago. Circle 233 on reader service card 

=a 


EEE 
Sheet metal nibbler, “Model 1530” (above), is designed for tight 
curved as well as straight cuts. The lightweight tool makes random 
forms and internal cutouts from steel, aluminum and plastic up to 
.047’’ thick. Robert Bosch, Broadview, IL. Circle 234 on reader 
service card 


Portable airless electric paint sprayer, “ED-250" (above), is 
designed for small or short-run jobs. To reduce wear and conserve 
power, unit automatically shifts into neutral when the gun is closed. 
Device supports a spray tip up to .017’’. Graco, Minneapolis, MN. 
Circle 235 on reader service card 
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| 


L ae n 
Portable electric saw (above) has strong nonconductive glass-filled 
nylon housing and handle. Heavy-duty, 71⁄4”” device has one-knob 
height and angle adjustment and a trigger-switch control handle. 
Lightweight tool has 13 amp motor. Milwaukee, WI. Circle 236 on 
reader service card 


Backhoe and prime mover, “Fleethoe 30" (above), can be used for 
utility repairs and other operations where space is limited. The 
56’ ’-wide unit has an overall transport length of 178’’ with blade 
and backhoe attached. Davis Manufacturing, Wichita, KS. Circle 
237 on reader service card 


Gas-powered airless spraying unit, “Wasp” (above), operates for 3.5 
hours on one gallon of gasoline. Portable unit delivers a gallon per 
minute at up to 3,000 psi pressure. Device can spray a range of 
materials including stains and lacquers. Binks, Franklin Park, IL. 
Circle 238 on reader service card 


“Combi-Cut” component saw 
(above) is for high-volume cut- 
ting of roof and floor truss 
webs. Unit cuts 24s in 
upright or flat position. De 
Pauw, St. Charles, IL. Circle 
, ; ; 242 on reader service card 

© war i 
Crawler, “850B” (above), is designed for tight-quarter maneuvering, i Texturing machine (left) sprays 
multi-job utilization and ease of transport. Unit has high torque . acoustic plasters, waterproofing 
capability at low engine-saving rpms. Attachment options include a compounds and paint. Plastic 
14’ Case standard backhoe, integral arch design winch and paral- i hopper holds 14 gals. of mate- 
lelogram design five-shank ripper. The four-cylinder engine . = rial. Goldblatt, Kansas City, 
features direct injection fuel system. J.I. Case, Racine, WI. Circle KS. Circle 243 on reader service 
239 on reader service card card 


Construction of 
Tucson's Escondido Plaza 
was financed by; 
Nationwide — ; 
Real Estate 
Investors. 


To find out why, call (614) 227-7692 


NATIONWIDE 
REAL ESTATE SERVICES, INC. 


© ONE NATIONWIDE PLAZA, COLUMBUS, OHIO 43216 
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LITERATURE 


Unlocking some new security concepts 


Lock-and-cylinder combination is intro- 
duced on a catalog sheet. Photos show the 
Segal lock, cylinder and strike. Complete 
specifications, including case size, finish, 
cylinder and keys, are given. New England 
Lock & Hardware, South Norwalk, CT. 
Circle 300 on reader service card 


Lockset catalog presents Harloc’s full line 
of products for residential applications. The 
20-page booklet includes descriptions and 
color photographs of “Pacemaker” locksets, 
deadbolts and decorative escutcheons. En- 
try door handle locksets and accessory 
hardware are also depicted. All are shown 
in a wide range of finishes and styles. 
Complete specifications are included. Har- 
loc, West Haven, CT. Circle 301 on reader 
service card 


Locking system, “Doublelock,” is intro- 
duced in a color brochure. Illustrations 
show how a single turn of the inside knob 
provides instant release of two separate 
locks contained in the same housing. Also 
available is an eight-page lock installation 


installation and jamb preparation, accom- 
panied by detailed line drawings. Arrow 
Lock, Brooklyn, NY. Circle 302 on reader 
service card 


Solid state security systems for industrial, 
commercial and residential protection are 
described in a short-form catalog. The 
eight-page publication gives the operating 
characteristics of four different control 
panels, along with descriptions of accessory 
products. REDCO, Pennsauken, NJ. Circle 
303 on reader service card 


Security systems brochure describes apart- 
ment house intercommunication systems, 
housing-for-the-elderly security systems 
and fire protection devices. Complete with 
black and white photographs, the pamphlet 
also includes information on intercommuni- 
cation system accessories such as an electric 
door lock release. Exide Safety Systems, 


ESB, Randolph, MA. Circle 304 on reader 
service card 


Security products are described in a 12-page 
booklet. Included in the publication is data 


on Lectro-Mac® door holders, designed to 
hold doors open until released by smoke 
detectors; Lectro-Close™ door closers for 
shutting doors when an emergency arises; 
fire alarm systems and thermal circuit 
breakers. Diagrams, photographs and speci- 
fications are presented. Special 
Products/Hardware, Emhart, Berlin, CT. 
Circle 305 on reader service card 


Lobby communication system, “Dial 6” 
Apartment SecuriCom®, is detailed in a 
color booklet. The system, which requires 
no wiring to individual apartments, uses 
existing telephone lines to carry signals 
between apartment and lobby. The unit is 
explained through diagrams and photo- 
graphs. Nutone, Cincinnati, OH. Circle 306 
on reader service card = * 


Horizontal mail box data sheet describes 
the “Statesman” series. Illustrated are both 
front and rear loaded models of the mail 
box line. The double-walled aluminum 
construction and internal frame system are 
discussed. American Device, Steeleville, IL. 
Circle 307 on reader service card 


guide which gives complete instructions on 


PROFESSIONAL HANDBOOKS FOR 
BUILDING YOUR ENERGY PROFITS 


The Minimum Energy Dwelling 
A complete explanation of the design and 
construction innovations built into two demonstra- 
tion homes sponsored jointly by private industry 
and the Department of Energy. The information 
here can be adopted immediately by most 
residential builders to cut energy requirements in 
conventional homes by about 50%. Shows how to 
plan for good insulation, both passive and active 
solar heating, temperature control with the 
building mass, efficient mechanical and electrical 
systems, and more. 288 pages, $8.00 


The Second 
New Ventures 
School 
for Builders 


FREE TUITION 
March 13-17, 1978 
Washington, D.C. 


PLANNING AND BULONG iE 


PEROT 


Building and Remodeling For Energy Savings 
The practical handbook of how to build energy 
savings into homes and apartments. Explains how 
to construct roofs, walls, floors, and the whole 
building to cut fuel bills. One chapter shows how 
to build a practical solar heating system and get 
into the solar energy business. Another chapter 
explains what you need to enter the booming 
“retrofit business. Includes many pages of 
checklists, examples, practical tips, blank forms 
and estimating data. The essential reference for 
every progressive builder and contractor. 320 
pages, $15.00 


The National Housing Partnership and its sub- 
sidiary, Housing Capital Corporation, are select- 
ing alimited number of builders to attend a one- 
week intensive course onall aspects of building. 
This is your chance to explore with the experts 
opportunities to start your own business and to 
joint venture with HCC in single-family devel- 
opments throughout the U.S 

Act now. Send for an application form and a 
brochure containing more details. Direct in- 
quiries to “New Ventures School.” 


The National Housing Partnership 


Craftsman Book Co. 542 Stevens Ave. Solana Beach, CA 92075 


| Please send the books checked on a 10 day trial examination. If not satisfied | may return 
any book within 10 days. 
SAVE MONEY! Use your charge card and we pay postage. Money back guarantee 
Card number 5 Expiration date — 


Minimum Energy Dwelling $8.00 

1133 Fifteenth Street, N.W. 
| y o Washington, D.C. 20005 
| aay (202) 857-5700 


| 
| 
| 
Building and Remodeling For Energy Savings $15.00 | 
| 
| 


Circle 100 on reader service card Circle 98 on reader service card 


100 H&H/housing 12/77 


GET THE FACTS ON THE PEOPLE INVOLVED 
IN MANUFACTURED HOUSING 


CMR Associates Inc. publishers of 
THE BLUE BOOK OF MAJOR HOMEBUILDERS ® 


ANNOUNCES 


The all-new ’77-’78 
Housing Industry Research Report 


THE RED BOOK OF HOUSING MANUFACTURERS © 


Over 250 Pages 
Size: 8%" x 11" 
Tax-Deductible 


HOMEBUILDERS SEEK AND FIND 
A “BETTER WAY” TO OVERCOME THE INCREDIBLE 
RISES IN ON-SITE LABOR COSTS 


The most persistent problem facing homebuilders in 
recent years is the rising cost of on-site labor. More and 
more builders are boosting profits as well as maintain- 
ing schedules by finding a “Better Way’—factory- 
made components 


ORDER YOUR COPY NOW 


The Industrialized Housing Industry is big, complex, and hidden. It 
is hidden among thousands of firms, big and small. These com- 
panies, spread all over the country, produce a wide variety of hous- 
ing products. Some—like those who produce mobile homes or pre- 
fab houses are easily identified. Others like homebuilders who 
manufacture their own components, require a marketer of building 
products to be constantly looking for new information. Industrial- 
ized housing is too big and too complex to be surveyed with a 
quick glance. THE RED BOOK OF HOUSING MANUFACTURERS 
has been designed to provide you with the detailed marketing re- 
search data you need. It will uncover the ‘‘hidden”’ aspects of in- 
dustrialized housing for you. 


Many housing experts believe that the industry is 
pricing itself out of the market. But many smart home- 
builders are finding a “Better Way” to fight rising 


costs—they use factory-made components. You'll find 
hundreds of details on over 1,000 companies that are 
involved in this “Better Way” of homebuilding today in 
the All-New RED BOOK of Housing Manufacturers 


In just the last few years, builders have seen dramatic 
breakthroughs in productivity due to greater use of in- 
dustrialized methods in construction, standardization 
of construction and enormous improvement in the tool 
Industry. Thus, more and more housing components 
are manufactured at off-site locations 


HERE IN ONE BIG PACKAGE IS THE MARKETING INTELLIGENCE 
YOU NEED TO MAKE THE MOST OF THE EXPECTED UP-TREND 
IN HOUSING It will help you recover lost ground in the months 
ahead 


In your hands the RED BOOK becomes a useful tool for prospect- 
ing, selling sampling, mailing, marketing, merchandising, research- 
ing and analyzing your position in this big segment of the housing 
industry 


These are just a few of the many profitable ways you can use the 
RED BOOK. In fact, just one good contact, can easily repay your 
investment. 


YOUR SATISFACTION GUARANTEED Circle 101 on reader service card 


LIP AND MAIL TO: CMR Associates, Inc. 1559 Eton Way ¢ Crofton, Md. 21114 


SHIP ’77-’78 ORDER FORM 
YES! REDBOOK 


A TAX-DEDUCTIBLE BUSINESS EXPENSE 
| understand every sale is cover- 


d by your money-back, “no- 


NOTE: The RED BOOK price is 
totally tax-deductible. It is a small 
price to pay for such extensive mar- 
keting research. Most firms could not 
afford to undertake a gathering of 
this marketing information. 

In your hands the RED BOOK can 
become a money-making tool for 
prospecting, selling. samplings. mail- 


Ni —_ "A Pr 
trings-attached,” 45-day full re- a = = ing, marketing merchandising, re- 
nd privilege searching, and analyzing your posi- 
p x g T tion in the Homebuilding /Housing In- 
Also—if | send my check now, itle - dustry up-trend. 
‘ou'll pay shipping and postage Send your order today! 
harges. Firm 
laie Please Check One: 
Price: $94.50 ea. PA O Builder O Architects 
C Manufacturer C Subcontractor 
Payment enclosed to save C Ad Agency/Consultant C Realty 
postage & shipping charge City — O Finance CO Ind/Commercial 
O Library O Government 
CO Billme C Bid Matris Sales! O Other 
State Zip. Distributors 
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ADVERTISERS INDEX 


Pre-filed catalogs of manufacturers 
listed above are available in the 
Sweet's Catalog File as follows: 


G General Building (green) 
E Engineering (brown) 

1 Industrial Construction (blue) 
L Light Construction (yellow) 
D Interiors (white) 


A 


G-L Andersen Corp. .. 
Campbell-Mithun, Inc 


Blue Book 
Francis J. Litz 


H 


24, 25 Home Building Corporation 944A 
Bernard Hodes Advertising. Inc 
G-L Hotpoint Div./General Electric Co. a7 


Compton Advertising, Inc. 


95 International Paper Co./Long-Bell Div. 17 
Gerber Advertising Agency 


K 


Cc Kwikset (Div. of Emhart Corp.) Cov. IV 
Coltrane & Company 
Classified 92 
Craftsman Book Company ....... 100 
Bill Grote Advertising/ Graphics 
McGraw-Hill 3,31 
Martin Industries 3 19 
Eric Ericson & Assoc. Adv 
Marvin Windows 6 
E Discovery Designs Adv 
G-L-D Masonite Corp. 8,9 
G-D-L E.A. Nord Co. Cov. II Marsteller, Inc 
Ricks-Ehrig, Inc. Merillat Industries, Inc. 35 
Creative House 
G-L-E Moen Div. (Stanadyne) 27 
Carr Liggett Advertising, Inc 
Gas Appliances Manufacturers Assoc. 53 National Housing Partnerships 100 
Holland-Wallace Co. R. Joseph Harrill and Farr, Inc 
G-L General Electric... 12, 13, 32, 33 Nationwide Insurance 99 
Young & Rubicam Ogilvy & Mather, Inc 
General Products Co. | L Nutone, Div. of Scovill 1,2 
Cabell Eanes, Inc. Intermedia, Inc. 


Advertising Sales Mgr. 
Stephen D. Blacker 
Business Mgr.: 
Vito DeStefano 
Marketing Services Mgr. 
Henry G. Hardwick 
Promotion Mgr.: 
Sarah W. Houlihan 
Classified Advertising: 
Frank Eberle (212) 997-2556 
Send advertisements and box 
number replies to: House & Home 
P.O. Box 900, New York, NY 
10020 
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ADVERTISING SALES STAFF 


ATLANTA 30309 
Jack Moran 

1175 Peachtree St. 
(404) 892-2868 


BOSTON 02116 
Allen Gilbert 
McGraw-Hill Bldg 
607 Boylston St 
(617) 262-1160 


CHICAGO 60611 
Charles M. Crowe, Jr. 
Thomas McElhinny 
645 N. Michigan Ave 
(312) 751-3700 


Milton H. Hall, Jr 
55 Public Square 
(216) 781-7000 


HOUSTON 77002 
John Strong 
Dresser Tower 

601 Jefferson Street 
(713)659-8381 


LOS ANGELES 90010 NEW YORK 10020 
Donald Hanson Allen Gilbert 

3200 Wilshire Blvd. 1221 Avenue of 
South Tower the Americas 
(213)487-1160 (212) 997-6925 


David A. McElwee 
Three Parkway 
(215) 568-6161 


CLEVELAND 44113 


PHILADELPHIA 19102 PITTSBURGH 15222 SAN FRANCISCO 94; 


G-I-L Raynor Mfg, Co. .. 
Ad Forces 
Red Book of Housing Manufacturers 
Francis J. Litz 
G Red Cedar Shingle & Handsplit Shake Burea 
N.W. Ayer ABH International 
G-L-D Rolscreen Co. 
Kerker & Associates 


Seminar 
Market Oriented Sales Management....... 
The California Marketing Scene ... 

Senco Products, Inc, 
Schindler & Howard Adv 

Simpson Timber Co. 

Kraft, Smith 


G-I-L 


T 


G-L Thermador, A Norris Industries Co............... 
Norris Communications 
Temple Industries 
Ritchie, Hopson & Assoc. 
Triangle Pacific Corp. 
The Bloom Agency, Inc 


W 


G-L Waste King, Div. of Norris Industries 
Norris Communications 
G-L Western Wood Products Assoc. .............. 
McCann-Erickson, Inc. 
G-E-L Whirlpool Corp......... 
Siebert-Netedu Mktg. Srvs. 


DENVER 80203 DETROIT 48202 
Dave Watson Milton H. Hall, Jr. 
123 Speer Blvd., #400 1400 Fisher Bldg. 
(303) 837-1010 (313)873-7410 


David A. McElwee 
2 Gateway Center 
(412) 391-1314 


Richard R. Butera 
425 Battery Street 
(415) 362-4600 


The case for structural stucco. 


nal applications you're going to love Stucco 316. It’s 
2 mesh, no drying time, durable, convenient, easy to install, 
y required. Just nail it up and looks like the real McCoy. We 
316 can be rest our case. 
For further information write 
Simpson Timber Company, 900 Fourth 
Avenue, Seattle, WA 98164 


I eople I lave been usi 


thousar 


finished immediately in your own 


hoice of colors. Or it’s available 


variety of design treatments such as 
Swiss, Spanish and English Tudor. You S 6 
Si aes TUCCO 3I 
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5 on reader service card 


Kwikset proudly introduces 
a better economy deadlock. 


Economy, we hasten to add, refers only to the price of these locks. Not to their = 
engineering, construction or many security features | E 
K cif 

| $ 


Kwikset's new standard duty 660 series cylinder deadlocks were specifically 


designed to answer the growing demand for deadlocks which have the security of a ie —— 
1-inch deadbolt with extra protection features at an economy price (at 


1-inch deadbolt 

iS, according to 

law enforcement 

experts, a vital 
nti-burglary feature—and 


Kwikset's 660 series has it! 


Kwikset 660 looks like an 
expensive deadlock and 
works like more 

expensive deadlocks 
butisnt 


Kwikset's 660 series deadlocks include 
single-cylinder, double-cylinder 
and turnpiece-only models. 


Aye hing 


“tee 


Rotating 
recessed 
cylinder guard 


Extra 
reinforcing 
plate Steel throughbolts 
P mount to 
reinforcing plate 
PA 
1” deadbolt 


New telescoping torque blade 
for easier installation on One-piece 
13%" — 134” doors cylinder housing 


locdkret America's Largest Selling Residential Locksets 


E KWIKSET SALES AND SERVICE COMPANY 
A subsidiary of Emhart Industries, Inc., Anaheim, California 
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